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You know by now that you can't meet kola competition 





with an inferior product. H-R Kola helps you solve your 
kola problem because of its laboratory tested-con- 
sumer approved — uniformly good flavor. Each month 
more and more private label kola bottiers find they 


AN INFERIOR PRODUCT 
DOESN'T STAND A CHANce CaN depend upon H-R Kola quality to hold up kola 


sales and profits. H-R Kola provides the quality, flavor, 


uniformity and production flexibility that mean profits. 


Bottle H-R Kola 
Under Your Private Label 
in Any Size Bottle 


PROVE TO YOURSELF WHAT YOU CAN DO WITH H-R KOLA. 
% Special labels and crowns available at cost 


THE SYRUP PRODUCTS COMPANY 


Serving the bottler since 1915 Baltimore 2, Maryland 
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Sugar Supply Picture Good— 
Price Rise Not In Offing 


Another increase in the Sugar quota (from 7,850 
000 tons to 8,700,000 tons), favorable crop reports, 
and the diminishing threat of another world war, 
have all combined to eliminate scare buying and 
hoarding and nullify fears of another price increase 

Reports from all sections of the country indicate 
that sugar demand is comparatively slow, and that 
industrial users could be assured of immediate de 
livery on new orders 

One leading sugar broker even predicted a slight 
price decline about next February when the new 
Cuban crop becomes available, barring a worsening 


of the international situation 


New Government Agency Formed to 
Handle Priorities, Allocations 


Secretary of Commerce Charles Sawyer last month 
annouced the establishment of the National Produc 
tion Authority to administer necessary priority, allo 
cation, and inventory controls and other provisions 
of the Defense Production Act delegated to the De 


partment of Commerce by the President. Secretary 
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Louisiana Coke Plant Moves 
to 7,40 // 


In an unprecedented price action, the Coca-Cola 
Bottling Co., of Alexandria, La., late last month 
boosted its wholesale case price to $1.40, with a 
corresponding retail price of 10c per bottle. The 
new retail price is receiving heavy advertising sup- 
port. (See page 40 for details.) 











Sawyer named William Henry Harrison as Adminis 
trator of the new Authority 

The new agency will be responsible (1) for deter 
mining requirements of materials needed to main 
tain national defense, the civilian economy, and 
established foreign policies of the United States; 
(2) for formulating and executing policies and pro- 
grams by which the American economy can meet 
these requirements 


Mack Steps Out As Pepsi Board Chairman; 
J. W. Carkner Named His Successor 


In what constitutes perhaps its final top manage- 
ment reorganization move, the Pepsi-Cola Co. an 
nounced that James W. Carkner has been elected to 


succeed Walter S. Mack, Jr., 
Board of Directors. Mr. Mack resigned his post as 


as chairman of the 


board chairman and director on Sept. 18, but an 
nounced he would continue to serve the company 
in an advisory capacity 

Mr. Carkner is one of the original founders of the 
present Pepsi-Cola Co., and has been a director con- 
tinuously since its formation in 1930. From 1930 to 


1935 he was vice-president, and from 1935 to 1940, 














president ot Loft Inc to which Pepsi-Cola owes 


its origin 


In the eleven years Mr. Mack served as president 


1939 to Mar. 1, 
the company’s sales tripled to a peak of 
$56,000,000 in 1947, drifting back 
600,000 tn 1949 


of the Pepsi organization from 


1950 
to about $45,- 
In severing his ties with Pepsi 
Cola, he said that his activities as chairman ‘‘did not 


constitute enough of 


a challenge and I will shortly 


announce a new field of activity.” 


“Frozen Food” Maker Seeks New Orange 
Standards In New England States 


Food and Drug 


England States were urged last month, in an un 


Administrators of all six New 
precedented hearing at a regional meeting in Boston, 
to rule jointly that an orange drink must have a 
reasonable” amount of orange juice in it 

The administrators were petitioned by Clinton 
New York, holding company of 
Foods, Inc., Clinton, Ia., 
Marketers, Inc., New York 


fruit content for non-carbonated fruit drinks to pro 


Industries, Inc 
Clinton and Snow Crop 


to define clearly the 


tect the public against the sale of sub-standard or 
wholly imitation fruit drinks 


Clinton contended that any non-carbonated bev 


erage labeled ‘orange drink,” ‘orange beverage” o1 


orangeade,” which contains less than 20% by weight 


of orange 


juice content, “is a weak imitation and is 


deceiving and confusing the American 


labeled 


consumer 


and should he 
It asked the 


Massa huse tts 


sub standard’ 
Maine, 


Islan | and 


imitation of 


commussioners of Connecticut 
New Hampshu Rhode 


Vermont, to rule that no distinction should be made 


1 
in regulations “between or orangeade 


ry oranve beverage onform to a 


single standard of 20°; 


orange juice 


ontent 
Repro sentatives of a nu ttlers and dis 
beverages prote sted the petition 
| 


tributors of orange 


' , , 
as unnecessarily harsh at lifficult to carry 


out of 
enforce 


Several states m covering the 


rations 
fruit content of ff Foods 


few of the states e1 


States that how mive | TuUlatIOnS Inciu | orida 


which requires 25; fruit content; Georgia, 25% 
Pennsylvania, Michigat 


ut, Indiana, Ken 
tucky, North Carolina, New pshire. Ohio. New 
York ] 


which all require 15° ; North 
Dakota 1 Washington 


requires that a truit beve ’ ust ntain the juice 


1 


and Tennesse« 


an appreciable quantity > an 


f fruit 


Carton Deposit “Tough” to Put Over, 
Squirt Official Declares 


Although refraining from indicating whether his 
company favors or disfavors carton deposits, R. W 
Lowander, advertising and sales promotion managet 
of the Squirt Co., declared recently that they would 
not be readily accepted by the public 

In a special report on the subject to N.B.G., Mr. 
Lowander stated 

“It would appear that it is more difficult to get a 
deposit on a carton than it is to increase the deposit 
on the bottle. Consumers have been educated to the 
idea that cardboard cartons should be free. Evidently 
the barrier of charging a deposit on something that 
has previously been deposit free seems to be tougher 
than increasing the deposit on something on which 
they have already become accustomed to paying at 
least some deposit. Of course, if one bottler charges 
three cents or four cents deposit on a bottle and all 
of the other bottlers in that area continue to charge 
only two cents per bottle, it creates a lot of confusion 
as well as dealer and consumer dissatisfaction. 

“Some bottlers have experimented with metal car 
tons which are considerably more expensive and on 
which a deposit must be charged, but these have not 
been adopted nationally. I believe this is due prin- 
cipally to the fact that the consumer naturally objects 
to paying a deposit on a carton regardless of what 
it may cost to make. Also, when the deposit runs 
as high as 10c or more, as on a metal six bottle car 
ton, it increases the total amount of the retail trans 


action quite a bit, which the consumer does not like.’ 


America’s No. 1 Beverage? Coffee 
(It Says Here) 


Cottee 
drink 


a survey recently completed by the Psychological 


and not the omnipresent bottled soft 


is America’s No. 1 Beverage, according to 


Corp. for the Pan-American Coftee Bureau The study 
was based on interviews with 10,000 persons, and 
covered consumption of various-type beverages in 
both winter and summer. Interviewees were asked to 
name the types of beverages they consumed on the 
preceding day. The answers 

coffee, 70.9%: milk and chocolate milk, 
15.0%; 


Summer 


19.7 soft drinks, fruit and vegetable 


14.5%; 


- milk drinks, 3.3% 


juices, 39.6%: tea, 37.1%; beer, cocktails 


& highballs, 3.8% 
W inter 


11.0% 4 


milk & chocolate milk, 
soft drinks, 


coffee, 74.7%; 
- fruit & vegetable juices, 32.8%; 
24.0% : beer, 10.2; cocoa & hot choco 


cocktails & highballs, 4.5% 


20.0% ; tea, 


late, 5.4%; 
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Bottle Supply Outlook Improves 
As Soda Ash Strike Ends 


Fears of a major bottle shortage were dissipated last 
month with the settlement of a three-month old strike 
of 3,000 soda ash workers at the Solvay Process Di- 
vision of the Allied Chemical and Dye Corp., Syra- 
cuse, N. Y. Solvay is one of the largest producers of 
soda ash—a principal ingredient in glass manufac- 
ture. Announcement of the strike termination fol- 
lowed by a few days the settlement of a similar 
strike involving the Wyandotte Chemicals Corp. 

Earlier, both bottlers and glass producers had ex 
pressed concern over the bottle supply. Owens-Illinois 
Glass Co. admitted that it was supplying its cus 
tomers on a restricted basis. And Morton Klein, 
executive secretary of the Carbonated Beverage In- 
stitute, independent bottlers’ association, warned that 
unless the bottle shortage is alleviated soon, dealers 
would be required to obtain empties for all full 
bottles sold 


Two Share Chesterman Award, Trade’s 
Top Honor for Technical Progress 
The Chesterman Award, offered annually by 


A.B.C.B. for outstanding scientific or technical con- 
tribution to the progress and advancement of the 


soft drink industry, has been won jointly by Dr. 
Samuel S. Epstein, of Brooklyn, N. Y. and Mooson 
Kwauk, of N. Y. C. 

Dr. Epstein, vice-president and chemist of Kirsch’s 
Beverages, Inc., Brooklyn, N. Y., has authored nu- 
merous technical papers, including ‘Practical and 
Technical Aspects of Sanitation In Beverage Plants” 
and “‘Quarternaries Kill Yeasts Found in Carbonated 
Beverages” both of which were entries for the 
award. 

Mr. Kwauk, a Division Engineer with the Coca- 
Cola Export Corp. in the Far East, with headquarters 
in N. Y., was honored for two, as yet unpublished, 
papers—"‘Quantitative Studies in Carbonation” and 
“Spoilage in Carbonated Beverages.” 

The Chesterman Award carries a cash prize of 
$1,000, which will be shared equally by the two 
winners. 


Industry's “Competitive Practices” Under 
Study by Senate Committee 


Senator John Sparkman (D., Ala.), Chairman of 
the Senate Select Committee on Small Business, an- 
nounced late last month that he has directed the 
Committee staff to make a preliminary study of the 
soft drink industry. 


The purpose of the inquiry is to determine the 





State City 


Connecticut 
North Carolina 


Hartford 


1950-51 STATE CONVENTION CALENDAR 


Appended below are the dates of State association meetings scheduled for the 
1950-51 season. Additions and corrections to the list will be made monthly. 


Hotel Date: Day 


Rond Hotel Oct. 15-16 


1950 


Sun.-Mon. 











Pennsylvania 
Virginia 
Kansas 

New Jersey 
Missouri 


Georgia 


Mississippi 
California-Nevada 
Wisconsin 
Oregon 
Alabama 
Illinois 
Montana 
Indiana 
Kentucky 
Texas 

West Virginia 
Massachusetts 
New York 
Minnesota 
North Dakota 


Pinehurst 
Pittsburgh 
Norfolk 
Wichita 
Asbury Park 
St. Louis 


Atlanta 


Biloxi 

Los Angeles 
Milwaukee 
Portland 
sirmingham 
Chicago 
Missoula 
Indianapolis 
Louisville 
Dallas 
Huntington 
Joston 

New York 
St. Paul 


Jamestown 


Carolina Hotel 
Hotel Roosevelt 
Monticello Hotel 
Broadview Hotel 
Berkeley-Carteret 


Atlanta Biltmore 


Buena Vista Hotel 
3iltmore Hotel 


Benson Hotel 
Thomas Jefferson 


Florence Hotel 


Brown Hotel 
Baker Hotel 
Prichard Hotel 
Statler Hotel 
New Yorker 
Hotel St. Paul 
Gladstone Hotel 


Oct. 19-20 
Oct. 22-2 
Nov. 

Nov 

Dec. 3- 
Dec. 3- 


Dec. 10-11-1! 


1951 


Jan. 28-29-! 


Feb, 5-6 
Feb. 5-6-7 
Feb. 9-10 
Feb. 11-13 
Feb. 15-16 
Feb. 

Feb. 

Feb, 22-23 
Feb. 26 
Feb. 26 
Mar. 

Apr. 

Apr. 

Apr. 


Thurs.-Fri. 


Sun.-Tues. 


Mon.-Tues. 
Thurs.-Sat. 


Sun.-Mon. 
Sun.-Tues. 
Svxn.-Tues. 


Sun.-Tues. 


Mon.-Tues. 


Mon.-Wed. 
Fri.-Sat. 
Sun.-Tues. 


Thurs.-Fri. 


Fri.-Sat. 

Mon.-Tues, 
Thurs.-Fri 
Mon.-Tues. 
Mon.-Tues 
Fri.-Sat. 

Sun.-Tues. 
Mon.-Tues. 


Thurs.-F ri. 
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Sig Price News... 


Major developments in the price situation during 


the past month are reported in a special article, “Cur- 


rent Price Developments,” beginning on page 40 








extent to which current trade practices within the 
industry are adversely affecting small and medium 


size bottling « ompanies 


Persistent reports have come to my attention,” 
the Senator said, ‘that competitive practices in the 
soft drink field are working unfair hardships on 
small bottlers to the degree that their chances of 


survival are being seriously endangered.” 


The Senator stated that should the preliminary 
study tend to confirm the complaints which had 
reached him, the Senate Select Committee on Small 
Business would in all probability conduct a formal 


investigation into the soft drink bottling industry 


New Soft Drink—In Cans—Makes Bow 


Apparently not discouraged by the inability of 
other beverage producers to successfully merchandise 
a canned soft drink, a Chicago firm, the Circus ( orp 
has announced plans to market a four-flavor line of 

Circus Punch” non-carbonated soft drinks in “fam 
ily-size” cans. Preliminary market tests, supported 
by radio and new spaper advertising, have already 
been launched in Indianapolis, Columbus, Grand 


Rapids, and Detroit 


Should the tests prove fruitful, national distribu 
tion, backed by a national magazine ad campaign 
will be undertaken in 1951 
a local canner franchise set-up for its four-flavor line 


Party Punch, Grape, Cherry, and Orange 


Big Ad Drives Launched 
By Parent Companies 


Advertising and sales promotion ettorts were 
stepped up by a number of major parent companies 
last month as part of a general industry movement 
to perk up beverage volume 

Canada Dry Ginger Ale. Inc 


vision program 


resumed its tele 
' 
Super Circus,” after an eight-week 


hiatus. In the interim, seven stations were added to 


; 


the roster, bringing the total 


to 37 now carrying the 
popular show. Canada Dry has backed Super Circus 
since April, 1949, starting with only 10 stations, and 
was the first parent company to enter network tele 
vision 

Pepsi-Cola Co., also seeking to cash in on TV 


potentials, launched a big television program of its 


I 


6 


The firm plans to use 


own, featuring video's Number | glamour girl, Miss 
Faye Emerson 

Coca-Cola Co. inaugurated a new radio show 
starring Morton Downey, who has been associated 
with Coke for the past 8 years. Coca-Cola also will 
enter network television on Thanksgiving Day as 
Charlie McCarthy 


show.’ (Coke also sponsors the Bergen radio show. ) 


sponsor of the “Edgar Bergen 


The Squirt Co., eyeing the lucrative mixer market, 
announced that henceforth Squirt will be heavily 
promoted as a mixer, as well as a soft drink. The 
company has already prepared a series of newspaper 
ads and point-of-purchase displays to build its mixer 
business 

Orange-Crush Co., quickly capitalizing on its new 
tie-in with Li'l Abner and assorted Dogpatch charac- 
ters, began a nationwide self-liquidating premium 
promotion featuring 18 Li'l Abner premiums The 
new campaign will be heavily supported by news 
paper ads and a variety of point-of-purchase ma 
terials 

B-1 Beverage Company reported that in the future 
B-1 advertising will be designed to reflect changing 
public demand and tastes. To support this new policy, 
the company announced the acquisition of a top 
William Zalken and Associates, St. Louis 


to handle its advertising and public relations 


agency 


News Briefs 


Canada Dry is holding its “largest and most im 
portant meeting of franchise bottlers this month 
(Oct. 9-10) in N.Y.C. The two-day national gather 
ing 1S expected to attract upwards of 250 Canada 
Dry bottling company representatives Frozen 
orange juice, winning increasing consumer favor, 
now accounts for about 19% of the total orange 
and orange products bought by U.S. housewives 
Florida concentrate producers plan to increase frozen 
juice Capacity by some 60% next year Shipments 
of crowns in July (latest month for which statistics 
are available), were 15% above June and 20% above 
July 1949. (The figures don’t jibe with reports that 
beverage volume its off slightly.) 

Beer sales for the first six months of 1950 are 
».6% below the like period in 1949. Six-month 1950 
sales were 71% packaged; 29% draught = 
Mills, manager of the Coca-Cola Bottling Co., of 
Bogalusa, La., claims that per capita consumption of 
Coke in that town 1s a phenomenal 200 bottles per 
year. Wow! Look” magazine proposes a fourth 
meal for Americans in its Oct. 10 issue. The two 


page article featuring this new idea includes a large 


size photograph in which soft drinks are prominently 


display ed 
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These Members of the 
O-So Grape - Dr. Swett’s 
Family will be pleased 


f\ jy to greet You at 
1 SAN FRANCISCO 
NS 





HEADQUARTERS STAFF 


R. A. Conover, President C. V. Brust, Secretary 
Ben R. Koch, Vice-President Maurice Walser, General Manager 


FRANCHISE DISTRICT MANAGERS 


E. A. Thomas, Northeastern District Manager 
T. C. Bateman, Southeastern District Manager 
Paul Schauff, North Central District Manager 
George Pearson, South Central District Manager 
Fred Bohner, Western District Manager 


BOOTHS 111 and 112 
Headquarters, St. Francis Hotel 


0-So Yrape Company caries nti, De Swett’ Root Beer Co. 


October, 1950 





At the National Beverage Exposition 


Ask about our NEW CHOCOLATE BEVERAGE 
FRANCHISE PLAN 


¢ Get started with practically no investment! 


¢ Buy a sterilizer as you go, out of 
income from your Chocolate Business! 


The yearly six-months “head-ache” slack 
season is on — October though March! 
But there’s a profitable way out for 

you ...and an ever increasing 
number of bottlers are using it 

to great advantage. Choco- 

late is the answer...choc- 


olate with the customer 
You Can 


Start Bottling appeal of the popu- 


lar nationally 
known KAYO 


trade mark. 


This Popular 
Sure Profit Drink 
NOW!... 


AY 


THE Leader in 
See you at 


Chocolate Drinks Booth No. 118, 


Civic Auditorium, 


San Francisco, Cal., 
for over 25 Yea rs October 30th to November 2nd. 


CHOCOLATE PRODUCTS CO. 


See Wes! SCOTT See et Sw tr CAGO 1:0, It Lin ors 
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A. B.C. B. CONVENTION 


OCTOBER 30—NOVEMBER 2 
SAN FRANCISCO 


WARNER-JENKINSON MFG. CO. 


Manufacturers of Certified Food Colors, Flavors, Extracts, Vanillas 


BALDWIN ST. ¢ ST. LOUIS 6, MO. 


October, 1950 





There is no better way to protect distinctive beverage 





flavor and quality than to seal with Mundet Crowns. Tops BOOTHS 602.--703 


in service .. . tops in value. Mundet Cork Corporation, NATIONAL BEVERAGE EXPOSITION 
Crown Division, 7101 Tonnelle Ave., North Bergen, N. J. SAN FRANCISCO 


MUNDET CROWNS 


MUNDET DISTRICT OFFICES 
“ATLANTA DALLAS | : KANSAS CITY 7, MO. ST. LOUIS 9 
sabeth Street NE r e J Ave 428 St Avenve 


3176 Brannon Avenue 








“BOSTON DETROIT 21 “LOS ANGELES (Maywood *“SAN FRANCISCO 7 
t. (N brid 440! P e Street 440 


6116 Walker Avenue Brannan Street 


*CHICAGO 16 “HOUSTON 1 “NEW ORLEANS 16 
ttage Grove Avenue e er Street 5-325 N. Front Street *in Canada: 








CINCINNATI 2 JACKSONVILLE 6, FLA PHILADELPHIA 39 Mundet Cork & Insulation Ltd 
? treet 800 E. Bay S! 856 fh th Street 


West 4th éN. 48 35 Booth Avenue, Toronte 


“CROWNS CARRIED IN STOCK 
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Quill Dour 


(lay Wins 


@ Holders of the famous Howel’s Root Beer franchise, 
with the 7-Step merchandising plan, know they 


have a winner. Their sales records prove it 


Bottlers of Julep Flavors* can make an equally 
convincing case that they have the world’s best answer 


to soft drink sales success 


Actually both are only partly right the real leaders 


are those who bottle both! 


The sales success of these fine soft drinks is founded 
on true, taste-tingling flavor—so superior to the 
average that werd of mouth advertising alone builds a 
steadily growing volume of repeat sales—the kind of 
flavor quality that is extremely responsive to 


advertising and promotion 


Now’s the time to put your money on sales winners 
See us at the Bottler’s Convention in San Francisco 


(Booths 404-406)—or write for details, today 
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“ESCALATOR” PROFITS 


Julep super-quality costs no more than ordinary. 
And the more you sell, the more you make per 
bottle. Purchase of 200 gallons of Julep flavors 
within a year earns you o refund of 5%; 500 
gallons earns a refund of 10%. Freight pre- 
paid on all shipments of 12 gallons or more 
*Avoilable for use in your own bottles, or under the 
Profective Territorial Franchise using special It's 
JULEP Time’ caps and applied color lobe! bottles 


THE JULEP COMPANY 
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We'll be there to welcome you at the 


1.0. 


SAY FRAVEISCO CONVENTION 


Civic Auditorium 
OCTOBER 50 to NOVEMBER 2, 1950 


Space No. ot2 
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Write yourself this - IA CP Ligue 
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THE LIQUID CARBONIC CORPORATION 


3110 South Kedzie Avenue, Chicago 23, Illinois 
Branches in Principal Cities of the United States and Canada 


London, England ¢ Havana, Cuba ¢ Trinidad, B.W.!. © Mexico City, Mexico 
aneiro, Brazil @ Medellin, Colombia 
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We can use thousands of well-chosen words 
to tell you WHY CIRCLE C BOTTLES ARE 
OF SUCH EXCELLENT QUALITY... but 

what do you care FOR WORDS2 


Chattanooga Glass Company has 
supplied Bottlers with CIRCLE C 
BOTTLES for fifty years. 


By NOW, you KNOW that you can 
depend on CIRCLE C BOTTLES. 


CHATTANOOGA GLASS COMPANY 


CHATTANOOGA 10, TENNESSEE 


October, 1950 





him complete information about the beverages which he sent to 
Hurty-Peck’s laboratories for analysis. Such reports help bottlers to 
be sure that their beverages are standard, uniform and “trouble-free.” 


































Should there be any spoilage or other trouble, the report clearly 
shows its nature and offers specific suggestions for correcting the 
condition. These reports are furnished in non-technis al terms so that 


they can be easily understood and put to practi al use by anyone. 


BOTTLER AND SYRUP ROOM MAN compare the latest 
analysis with a pres tous report which had indie ated the 
presence of a small amount of yeast The current report 
shows that they were able to eliminate the threat of serious 
spoilage by following suggestions in the previous laboratory 
report. Bottlers and their entire production staff can take 
pricte when they receive a good report on their beverages 


from Hlurty-Peek’s skilled technicians. 





THIS BOTTLING ROOM OPERATOR 
is chee hing the fill of his bottles because 
the Hurty-Peck “Laboratory Service 
Report” showed that he had been get- 
ting an overfill. This overfill was caus- 
mg a slight off-standard be verage be- 
cause of the extra dilution of the sugar. 
flavor. color and acid. Adjustment of 
the filling t quipment corrected the con- 
dition quickly 


This free laboratory analysis service is 
offered to all bottlers. Hurty-Peck’s 


modern well-equipped laboratories 





will be glad to check your beverages 


periodically for purity, brix (sugar 


K u Q T Y= SB e Cc K & Cc re] a PA iw Y content), gas, acidity, color, taste, 


Mokers of Quality '‘Superb”’ Flavors cloud, body and fill to help you main- 


tain uniform production of standard, 


Indianapolis 7, Ind. Santa Ana, Calif. high-quality beverages. 
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Scoop up a handful of the crowns you use. What have you 
got... just crowns. No, sir! You're really holding money. 
For the crowns you use play a part in your Operating costs 


... and profits. 


HERE’S WHERE YOU'LL FIND OUT 


[t's right on your bottling line that the importance of 


crowns shows up. Crowns must be accurate and uniform 


“We are delighted in the economy we are ex- 
periencing in the material savings in water 
and washing compound.''—VJulius Bartasevich, 
Mgr. Nehi Bottling Co., Morgantown, W. Va. 








wes Seve Fees SS Sel ewe WCRI wily 
the new automatic loader and it is per- 
forming a wonderful job. We can ask for 
no better bottle washer."" — Virgil M. 
Lynch, Pres. Coca-Cola Bottling Co., 
Nacogdoches, Texas. 















Yes—Miller Hydro Is The BEST Bottle Washer—ANY WHERE 


No wonder more and more bottlers are Miller Hydro spells quality any way Write Gor 
swinging to Miller Hydro Bottle Wash- you look at it. Available in all capaci- d 
ers year after year. It looks better... ties. Find out what Miller Hydro can q ices! 
lasts better... above all, it cleans bot- do for your plant and your profits. ~ aud Puc 


a : aYDRO tO. 


ha canalgitic Georgia 


& CASE PACKERS cos ewonnts 
uns mult / Lon nett 
of WULLER HTORO BOTTLE WASH mrier unsrEcTion |.| ) west cOms* — yQMM MULHERN CO. 5 1°85 


KENDALL ames : s si wennere Serving Bottiers 
uvevors = (MULLER MILLER ACCUMULATOR vasit _E 9 
ORESCENT INSPECTORS == Since 1913 
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ie OPPORTUNITY 
AT THE GOLDEN GATE 


WILL BE 
AWAITING 
YOU 
AT THE 





WE'LL BE 
SEEING YOU AT 
BOOTH 914-916 
SAN FRANCISCO 


CONVENTION 


BOOTH 


fe 
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Kottling’s 


most tmportant 
development 


Take a good look at this Thatcher bottle and you'll 
see why WEDG-WALLS are the outstanding de- 
velopment in bottling history!) Notice the special 
wedge-shaped sidewalls how they form one 
unit with the solid base and give a lower « 


strong 
enter of 
gravity. Then examine the smooth, fire-polished 
lips 1] e's are reasons why WEDG-WALLS 
last long why they give you more round trips 
for your bottle dollar! 

ct ler representative personally demon- 
strate the vast uperiority of WEDG-WALL 
bottles how you why the amazing WEDG- 
WALL construction results in extra trips for every 
bottle you buy. Write, wire or phone 
representative today 


7eedee WEDG-WALLS 


your nearest 


THATCHER GLASS 


MANUFACTURING COMPANY, INC. 
bial Factories: Elmira, N.Y., Olean, N.Y. Streator, III. 


Sales Offices: BALTIMORE BOSTON BUFFALO CHICAGO CINCINNATI 
LOUISVILLE NEW YORK PHILADELPHIA PITTSBURG ROCHESTER WY. ST.LOUIS ST. PAUL 


CLEVELAND DETROIT 








--- Types of 


Twitchell 
Ginger 


oe HELLS Famous Gine 


the flavor that steamrollered 


sales reeords for many a bottle 


available im tice hypes 


Sreet Old-Lashtoned Tvyn 


from 


with a satisfying warmth. Phis on 


reaction from: the store 


Dry I vpn -pecrall 


formulated 


With 


\ 


miner trade on cine 


Sam 2448 - 


‘MAY WE PLAY 
HOST TO YOU AT 
SAN FRANCISCO?” 


BGoosth G60 
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ttanes favorite 


out of the prast that makes 


thus 











, 
” 


way to 


er er can project the popularity of last: winter's 


its “mule drinks” to your own profit. 


' how ots 


Soth bases are skillful, just-right blends of 
purest Ginger and other selected flavors. 


Both will add fresh appeal to bolster up 


vou glow your cool-weather line and boost) vour 


le Wins be winter lmeome, 


? 


Write 
\ 


to- 
ell 


Get the jump on winter slump! 


with the day for vour generous, free sample 


one. vou vetoat to vou at ones 


COMPANY 


e 1°] ers 


CRESTMONT AND HADDON AVES. e CAMDEN 4 N J 
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FrAMRICHTIAN 


32nd ANNUAL A. B. C. B. 


Monday, Oct. 30 


9:00 A.M. — REGISTRATION — San Francisco 
Civic Auditorium, 9:00 A.M. to 6:00 P.M. daily 
Registration of A.B.C.B. Members and Ladies, 
Delegates, Visiting Bottlers, and Guests. A.B.C.B 
Members may register their wives for the special 
Ladies’ Entertainment events. 


9:00 A.LM.—BREAKFAST AND ANNUAL STATE 
ASSOCIATION CONFERENCE (Presidents and 
Secretaries)—Green Room, St. Francis Hotel. Al- 
vin G. Beaman, Chairman. 


1:00 P.M.—GRAND OPENING OF A.B.C.B. NA- 
TIONAL BEVERAGE EXPOSITION — San 
Francisco Civic Auditorium. Entrance to the Ex 
position restricted to badge holders. 


1:30 P.M.—Meeting of A.B.C.B. Executive Board— 
Room 210, St. Francis Hotel 


SPECIAL MEETINGS 


Room 203, San Francisco Civic Auditorium 


Special meetings on technical subjects of im- 
portance to beverage manufacturers are scheduled 
for each afternoon. Meeting room adjoins exhibit 
area on second floor 


2:15 P.M.— MATERIALS HANDLING CLINIC— 
a film showing including 


“MATERIALS HANDLING”—courtesy of Yale 
& Towne Manufacturing Co 


“BOTTLING WITHOUT BOTTLENECKS"— 
courtesy of Clark Equipment Company 


3:00 P.M.—Discussion—"“THERE ARE WAYS TO 

LOWER OPERATING COSTS,” Joseph F 
Hale, Manager, Bottlers’ Service Department, 
Nehi Corporation, Columbus, Ga 


10:00 P.M.—Exposition closed for the, day 
Tuesday, Oct 


Sessions of the 32nd Annual A.B.C.B. Meeting 
will be held at the Colonial Ballroom, St. Francis 
Hotel 


The National Beverage Exposition, at the San 
Francisco Civic Auditorium, will open daily at 
1:00 P.M., following convention sessions 


9:30 A.M.—Film presentation—“SAN FRANCIS- 
CO IN SOUND AND COLOR.” Entertaining in- 
troduction to the Queen City of the West, pro- 
vided through the courtesy of the Standard Oil 
Company, San Francisco. 

10:30 A.M. — OPENING OF 32nd ANNUAL 
A.B.C.B. CONVENTION—Colonial Ballroom, St. 
Francis Hotel. 

Singing of the National Anthem. 

Call to Order—President Truman M. Gill, Pre- 
siding. 

Invocation. 

Address of Welcome—Honorable Elmer E. Robin- 

‘son, Mayor of San Francisco. 

Ro!l Call. 

Report of the President. 

Report of the Treasurer. 

Report of the Secretary. 

Appointment of Convention Committees. 

ADDRESS: “YOUR BUSINESS AND THE DE- 

FENSE PROGRAM.” 
Carleton Green, Business Analyst, U. S. De- 
partment of Commerce, San Francisco. 

Report of the National Legislative Committee. 
James Vernor, Detroit, Michigan, Chairman. 
ADDRESS: “LET’S GET A TOE HOLD"— 
Rilea W. Doe, Vice-President, Safeway Stores, 

Inc., Oakland, California. 

Report of Educational Services Committee. 
E. Robert Anderson, Rochester, N. Y., Chair- 
man 

1:00 P.M.—OPENING OF THE 1950 NATIONAL 
BEVERAGE EXPOSITION. San Francisco Civic 


Auditorium 


SPECIAL MEETING 

Room 203, San Francisco Civic Auditorium 
2:15 P.M.—Film Presentation—“FREIGHT HAN- 
DLING SAFETY.” Courtesy of the National 
Safety Council 
2:30 P.M. — Discussion — “WHAT ARE THE 
RIGHTS OF EMPLOYER AND EMPLOYEE?” 
—Almon E. Roth, President, San Francisco Em- 
ployers’ Council 
A question and answer period will follow Mr 
Roth's discussion 
6:00 P.M.—Exposition closed for the day. 
7:00 P.M.—Dinner meeting of A.B.C.B. Executive 
Board. Green Room, St. Francis Hotel. 
7:00 P.M.—Meeting of Nominating Committee 
9:00 P.M.—A.B.C.B. BALL AND ENTERTAIN- 
MENT—Colonial Ballroom, St. Francis Hotel. Ad- 
mission by convention badge. Dress optional 
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CONVENTION-EXPOSITION 


Wednesday, Nov. I 





9:45 A.M. — Film Presentation — “THE MAKING 
OF A YANKEE.” —Courtesy of Canada Dry 
Ginger Ale, Inc. 

“THE ASSEMBLY OF A SOFT DRINK.”— 
Courtesy of Nehi Corporation. Colonial Ballroom, 
St. Francis Hotel. 

10:30 A.MM.—ANNUAL CONVENTION, (Second 
Session). Colonial Ballroom, St. Francis Hotel. 
Report of Accounting Committee— 

A. G. Beaman, Nashville, Tenn., Chairman 
ADDRESS: “THIS IS OUR PROBLEM”’— 
C. A. McKeand, Director of Employment Rela 
tions, Merchants and Manufacturers’ Association, 
Los Angeles, Calif. 

Report of Sales Promotion Committee— 

James C. Lee, Birmingham, Ala., Chairman 
Panel Discussion:—“INDUSTRY PRICE AND 
DEPOSIT TRENDS.” 


Unfinished Business. 
1:00 P.M. — OPENING OF 1950 NATIONAL 
BEVERAGE EXPOSITION San Francisco 
Civic Auditorium 
SPECIAL MEETINGS 
Room 203, San Francisco Civic Auditorium 


2:30 P.M. — Discussion — “WATER AND THE 
BEVERAGE”—Stephen J. Gullo, Product Control 
Division, Pepsi-Cola Company, New York City 
3:15 P.M.— Discussion — “CURRENT TECHNI 
CAL PROBLEMS IN THE PLANT"”—Harry E. 
Korab, A.B.C.B. Technical Service Director 

6:00 P.M.—Exposition closed for the day 


8:00 P.M.—Meeting of Resolutions Committee 


Thursday, Nov. 2 





9:45 A.M.— Film Presentation — “JOE TURNER, 
AMERICAN.” Courtesy of National Association 


of Manufacturers 

“THE GIFT OF GREEN.” Courtesy of Sugar 
Research Foundation. Colonial Ballroom, St 
Francis Hotel 


10:30 A.M. — ANNUAL CONVENTION, (Third 
Session)—Colonial Ballroom, St. Francis Hotel 


Report of Membership Committee 
E. A. Bostrom, Grand Forks, N. D., Chairman 


Report of Research and Public Relations Com 
mittee 


Thomas Moore, Minneapolis, Minn., Chairman 


October, 1950 


ADDRESS: “BILLIONS OF BOTTLES, UN- 
LIMITED.” 
Carlyle Emery, Ruthrauff and Ryan, Chicago, 
Illinois. 


Report of A.B.C.B. Special Sugar Committee— 
Wilbur H. Glenn, Columbus, Ga., Chairman. 


ADDRESS: “WHERE DO WE GO FROM 
HERE?”—James Mussatti, General Manager, Cal- 
ifornia State Chamber of Commerce. 


New Business. 

Report of the Resolutions Committee. 

Report of the Nominating Committee. 

Election and Installation of Officers. 

General Discussion for Good of Association. 
Adjournment. 

1:00 P.M. — OPENING OF 1950 NATIONAL 
BEVERAGE EXPOSITION. Civic Auditorium, 
San Francisco, California. 

6:00 P.M.—Final Closing of 1950 National Beverage 
Exposition. 

7:00 P.M.—A.B.C.B. DINNER AND ENTER- 
TAINMENT. DINNER — Colonial and Italian 
Ballrooms, St. Francis Hotel. 
ENTERTAINMENT — Music and a stage show 


produced by Larry Allen, Inc. Seating by ad- 
vance reservation only. Dress optional. 


Ladies Entertainment Program | 


Monday, Oct. 30— 3:00 P.M.—Informal “Get-Ac- 
quainted,” at the Colonial Ballroom of the St. 
Francis Hotel. Music, Entertainment, Buffet. 


Tuesday, Oct. 31—1:00 P.M.—Luncheon and Fash- 
ion Show, Gold and Red Rooms, Fairmont Hotel. 
Beautiful Chinese and American girls, modeling 
the gorgeous fashions of the Orient and the prac- 
tical beauty of California casuals. Admission by 
Registration ticket only. 


Tuesday, Oct. 31—9:00 P.M.—A.B.C.B. Ball and En- 
tertainment, Colonial Ballroom, St. Francis Hotel. 


Wednesday, Nov 1—1:00 P.M.—S0-Mile Sight-See- 
ing Tour of San Francisco and environs—Twin 
Peaks, Golden Gate Bridge, Seal Rock, Golden 
Gate Park and a stop for Tea at famous Japanese 
Gardens. 


Buses will leave promptly from the St. Francis 
Hotel. Admission by Registration Ticket. 


Thursday, Nov. 2—10:00 A.M.—Shopping Tour of 
San Francisco stores, personally conducted by 
ladies of the San Francisco Convention and Tour- 
ist Bureau. Assemble at St. Francis Hotel. 


Thursday, Nov. 2—7:00 P.M.—A.B.C.B. Dinner 
and Entertainment. Colonial and Italian Ball- 
rooms, St. Francis Hotel. Seating by advance 
reservations only. Dress optional. 
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Exhibitors: 147 


Hours: 
Monday, Oct. 30, 
Noon to 10:00 P.M. 
Tuesday, Oct. 31, 
1:00 P.M. to 6:00 P.M. 
Wednesday, Nov. 1, 
1:00 P.M. to 6:00 P.M. 


Thursday, Nov. 2, 
1:00 P.M. to 6:00 P.M. 


Areas: 


Larkin Hall 
Arena 

Polk Hall 
Balcony Level 


Restaurant: 
Larkin Hall 
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q appending the complete list of the exhibitors headquarters. Our representatives will be glad 
at the San Francisco Beverage Exposition, it to answer your questions, and to help you in any 
should be noted that this vear’s big Show has way they can. Professional photographers will 
147 firms displaying their wares and services, record all visitors and free prints of the pictures 
is compared to last year’s 220. This is indicative will be available on request 

of the interest of the Exposition to bottlers 


across the nation, especially when it is remem 


bered that this is the first time in two years LIST OF EXHIBITORS 


that heavy machinery —complete bottling lines THE AMERICAN BOTTLER (712) 
washers, filling and carbonating equipment, AMERICAN PARTITION CORP. (951) SIR FRANCIS DRAKE 


Representatives: Milton Chernin. S. Friedlander. Sig John- 
son, Cornelius Nooy 


ARMSTRONG CORK CO. (619. 621) ST. FRANCIS 
Representatives: J. M. McCormick, J. C. Feagley. J. G. Car- 

of shipping and installing the equipment. They penter, R. E. Turner, S. F. Scott, Jr., R. E. Thompson, H. F. 

will be shown at San Francisco, however, and Dial, Jr., Keith Smith 

are sure to be a magnet for bottlers contemplating ARTKRAFT MANUFACTURING CO. (205) 

the building of new plants, or the enlargement ATLANTA PAPER CO. (967) CLIFT 


of present facilities Representatives: Arthur L. Harris, Henry H. Ogden. Jack 
Ryals. Al Williams 


mixers and the like—-will be snown. These units 
were not displayed at the Detroit show, because 
the manufacturers felt that too few improve 


ments had been made to warrant the expense 


National Bottlers’ zette, and its affiliate 
publicatior El Emi ed oy ATLAS METAL WORKS (121) SIR FRANCIS DRAKE 
mbicallor i noo or, are on e¢ I 


Representatives: Boude Storey, Jr.. Ernest A. Powers 
B-1 BEVERAGE Co. (126) MARK HOPKINS 


Representatives: Oliver C. Thener. Gerald R. Fitzgerald, 
John E. Makay 


Booth 520. The staffs of both publications extend 
a cordial welcome to all bottlers, suy plyn en and 


visitors to make this booth their Expositior 
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BALCH FLAVOR CO. (935, 937) MARK HOPKINS 
Representatives: Herman Skirble, G. G. Balch. Clay F. 
Church, Dr. Kenneth A. Smith 

BALL BROS. CO., INC. (912) WHITCOMB 
Representatives: B. E. Sutton, Hugh Crawford, P. R. Goetz. 
J. H. Pitto. V. H. Neefus 

BARQ’S, INC. (103) 

BARRY-WEHMILLER MACHINERY CO. (501) ST. FRANCIS 
Representatives: Paul K. Wehmiller, Robt. H. Brady. John 
C. Seevers, Joseph S. Laurie, Rube E. Wagner, Frank P. 
Paskins, Paul O. Langenbeck. Paul H. Spelbrink. Louis 
Desloge. Henri F. Withington, David Lindquist. August 
Saller 

THE BINER SIEGRIST MACHINERY MFG. CO. (917) 
Representatives: Albert Biner. George M. Biner, T. E. Elli- 
son, Charles W. Miller 

BIRELEY’S DIVISION, GEN‘’L. FOODS CORP. (939, 941) 

MARK HOPKINS 
Representatives: H. J. Finn, Darrell Ingalls, Herb Ward, 
M. A. Collison, L. J. Johnson, John Scholfield 

BLUE SEAL EXTRACT CO. (514) MARK HOPKINS 
Representative: Stephen R. Casey 

BOND CROWN & CORK CoO. (815) PALACE 
Representatives: Albert Vining. W. C. Northrop, W. F. Em- 
den, R. J. Scott. Walter Sheffield. Ridgely Greathouse, John 
Tarpley 

BOTTLERS APPLIANCES, INC. (306, 307) MARK HOPKINS 
Representatives: Bryce P. Beard, L. E. Taylor, John H. 
Beard, C. H. Ballard, Herbert King. R. E. Midgley. F. H. 
Pelletier 

THE BRASER CO. (318) MARK HOPKINS 
Representatives: A. H. Halliburton, H. E. Still, M. S. Woods 

BROCKWAY GLASS CoO.., INC. (940) MARK HOPKINS 


Representatives: R. M. Kirkpatrick, John Campbell 
CALIFORNIA FRUIT GROWERS EXCHANGE (609, 611) 


SIR FRANCIS DRAKE 
Representatives: M. L. Chapman, D. R. Thompson, L. C. 
Gallagher, T. F. Baker, E. L. Rhoads, J. L. Gilbert, C. E. 
Scovern 

CANADA DRY GINGER ALE, INC. (116) ST. FRANCIS 
Representatives: James W. Ellis. C. Richard Bayles. F. E. 
Bensen, Jarvis Forbes. Daniel Callahan 

CARDOX CORP. (202) MARK HOPKINS 
Representatives: C. A. Dunn. R. T. Omundgon. E. J. Mc- 
Ginn, Walter Johansing 

CENTRAL TOOL CO. (942) 

Representatives: Max Miller, Louis Zarchen 

CHAIN BELT CO. OF MILWAUKEE (930, 932) 

CHATTANOOGA GLASS CO. (816) 

CHERRY BLOSSOMS CoO. (516, 518) SIR FRANCIS DRAKE 
Representatives: James A. Sedgwick, William Sedgwick. 
Glenn Sedgwick, Earl Hielsberg 

CHEVROLET MOTOR DIV., GEN’L. MOTORS CORP. (507) 


CHOCOLATE PRODUCTS CoO. (118) ST. FRANCIS 
Representatives: A. T. Kurgans, A. D. Pashkow. Lowell 
Zien 


CITRUS PRODUCTS CO. (618, 620) ST. FRANCIS 
Representatives: P. H. Northchild, Mrs. Emilie E. Kirig. J. 
B. Foster. Jack M. Moore. C. D. Olson. Hart Miller. Al 
Hoffer, A. Peter King. Miss Emilie Sue King 


CLICQUOT CLUB CO. (610) SIR FRANCIS DRAKE 
Representatives: A. T. Barnard, H. Earle Kimball. L. H 
Albert. Gregory A. Dunn 

CLOVERDALE SPRING CO. (102) WHITCOMB 
Representatives: Gilbert B. Redmond, Pannill Martin, Frank 
M. Boyles. Edward S. Finch 
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THE COCA-COLA CO. (819) 


COMMERCIAL FILTERS CORP. (907) ST. FRANCIS 
Representatives: E. W. Dumler. R. L. Fielding, J. R. Chis- 
holm, H. C. Corwin, F. W. F. Stallworthy 


CONSOLIDATED CORK CORP. (707, 709) ST. FRANCIS 
Representatives: J. W. Pipes, Frederick K. Heyman. Harry 
P. Stout, Glenn Sweet, J. M. Coghlin, Clark Rathke, J. A. 
Garland, M. A. Richards 


CONSOLIDATED SIPHON SUPPLY CO.., INC. (119) 
MARK HOPKINS 
Representatives: David M. Epstein. Lionel C. Epstein 


CORN PRODUCTS SALES CO (324) 
Representatives: J. E. Walz. J. Bruce, J. Glienke, J. C. Lord, 
C. Miller, H. Cleveland 


COTTE’S PASSIONA, LTD. (956) 


CROWN CORK & SEAL CO. (113) SIR FRANCIS DRAKE 
Representatives: E. J. Costa, Wm. L. Lohrfinck, E. K. Taylor 
DAD'S ROOT BEER CO. (328) CLIFT 
Representatives: B. Berns, E. Klapman, L. Belman, J. Klap- 
man, M. T. Maxwell, R. C. O'Keefe, Hal Corney 
DELAWARE PUNCH CO. OF AMERICA (420) ST. FRANCIS 
Representatives: C. T. Abbey. W. V. Ballew, G. S. McDon- 
ald R. A. Harman, Jr., Otis Whitehead, Creed Sheeran, W. 
G. Bechtel, Robt. Ancira 
DE LISSER EXTRACT CO.. INC. (206) ST. FRANCIS 
Representatives: Wm. J. Woodhull, Jr., C. D. Price, Hugh 
Gallagher 
THE DIVERSEY CORP. (612, 614) ST. FRANCIS 
Representatives: W. E. Noyes, F. O. Speuce, R. C. Perry 
DR. PEPPER CO. (801) a“ SIR FRANCIS DRAKE 
Representatives: E. M. Dosser, L. M. Green, C. L. Calloway. 
W. W. Clements, Ernest Marmon, Pat Barry 
DR. SWETT’S ROOT BEER -O-SO GRAPE CO. (111, 112) 
ST. FRANCIS 
Representatives: R. A. Conover, Ben R. Koch, C. V. Brust. 
Maurice Walser, E. A. Thomas, T. C. Bateman, Paul Schauff, 
George Pearson, Fred Bohner 
BRUCE DODSON 4 CO. (938) CALIFORNIAN 
Representatives: H. E. Dillingham, Harry Robertson, P. A. 
Minteer 
DRY ICE CONVERTER CORP. (333) SIR FRANCIS DRAKE 
Representatives: John G. Burke, Robert H. Duenner, Jr. 
ECONOMIC MACHINERY CO. (418) 
EMPIRE BOX CORP. (305) MARK HOPKINS 
Representatives: E. J. McGuire, P. B. Burleigh 
G. C. EVANS SALES CO. (123, 124, 125) ST. FRANCIS 
Representatives: G. C. Evans, Sr., Mrs. G. C. Evans, Sr., 
Thomas Evans, G. C. Evans, Jr., L. V. Tate 
THE FILTER PAPER CO. (969) PALACE 
Representatives: A. S. Kiefer, E.O. Mergen, A. Marks 
FIRSTENBERG BOTTLERS’ EQUIPMENT CO., INC. (310) 
SIR FRANCIS DRAKE 
Representatives: Jack Goldberg, Harold Firstenberg, Clar- 
ence D. Firstenberg, Sylvia Goldberg 
FOOTE & JENKS, INC. (705) ST. FRANCIS 
Representatives: Paul W. Thurston. O. W. Badger, C. E. 
Davis, Keith J. Jones. John B. Main, W. S. Maute, John M. 
Morse, M. B. Moseley. Sidney Ross, L. C. Smith, T. J. Tor- 
jusen, Earl Weed, Worth Weed 
FORD DIV. OF FORD MOTOR CO. (401) 
FRONTIER MFG. CO. (931) MARK HOPKINS 
Representatives: D. O. Beren, S. L. Shepherd 
GAYLORD CONTAINER CORP. (927, 929) PALACE 
Representatives: A. B. Erdhaus, George Washburn, Ben 
L. Williams, Paul Westernoff 
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GMC TRUCK & COACH DIV., GEN’L MOTORS CORP. (417) 

GLASS CONTAINERS. INC. (971) SIR FRANCIS DRAKE 
Representatives: Milt Vallens, Edmuad H. Farina, Edward 
R. Dufur, Hoyt Colgate, Francis L. Slavich. Harold F. Hacke 
Arthur R. Flegal, Hadley W. Pell, Marion W. M-Allister 

GLENSHAW GLASS CoO.., INC. (608) MARK HOPKINS 
Representatives: George W. Meyer. Al’red C. Schwartz 
Mrs. A. C. Schwartz, John W. Burke, Nat Rosonstone 

GLOBE BOTTLING CO. (933) 

GODCHAUX SUGARS. INC. (101) MARK HOPKINS 
Representatives: Justin A. Godchaux, Frank W. Deluzain 


THE GOODY CO. (928) ALEXANDER HAMILTON 
Representatives: Hymen Goodman, C. M. Wing 

THE GRAPETTE CoO.., INC. (208, 210) ST. FRANCIS 
Representatives: B. T. Fooks, L. W. Bower, A. Roy Allen, 
W. E. Mankin, John L. White, T. D. Fooks, Hubert Owen 
W. W. Davis. Dale Rife. W. C. Cornie, R. B. Wilson 

GREEN & GREEN, INC. (317) ST. FRANCIS 
Representatives: A. M. Green, Sr., J. W. Burman, B. H. 
Mushkin, Sol Schneider, J. B. Ungerer, W. C. Young. W. A. 
Hopkins. Jr., J. B. Green, Sr., J. B. Green. Jr.. A. M. Green 
Jr. 

THE HEIL CO. (421) ST. FRANCIS 
Representatives: George Pryor. Len Anderson. Claude 
Conrad, Ralph Nitz. Don Fricker 

THE CHAS. E. HIRES CO. (804) MARX HOPKINS 
Representatives: C. M. Lamason, F. Healey, Wm. Morris 
J. G. Magee. D. Sloan 

HURTY-PECK & CO. (402) 

Representatives: John Towey. A. W. Noling, L. A. Enkema 
N. McClelland. Harold Blain, Richard Couvillon 
W. H. HUTCHINSON & SON. INC. (821) ST. FRANCIS 


Representatives: L. I. Rosene. J. S. Kelley. R. R. Wagner 
R. F. Delaware, O. Pfretzschner: J. W. Dougiass. M. R 


Bengtsen, W. M. Embrey. M. L. Ramey, D. R. Fow!s, C. L. 
Cole. H. D. Jordan. H. E. Antonson 

IDEAL DISPENSER CO.., INC. (953. 955. 957, 959) 

SIR FRANCIS DRAKE 
Representatives: Wm. M. Kelley. Harold Smalley. John C. 
Reiger. Jr.. Ralph Warner. Walter Park. Robert Ulbrich 
Robert Gladden. H. A. Putnam. Howard Tebay, Eugene 
White, Wm. J. Fette. Thos. L. Dyer. Frank Connell, Martin 
Singleton, Warner J. Palm. John Orendorff. Arthur Sloyer 
Wayne Sloyer. Fred Dean, John Johnson, Gordon Price 
R. L. Budde 

INFILCO INC. (512) PALACE 
Representatives: C. Vander Molen. Dan McKin!ay, M. A 
Helin 

INTERNATIONAL HARVESTER CO. (515) 

THE JULEP CO. (404. 406) ST. FRANCIS 
Representatives: V. P. St. Aubin, Henry Clingman, William 
Crimmins, Wallace E. Farmer. Clifford R. Clark 

KEENLINE EQUIPMENT CORP. (946) 

KNOX GLASS BOTTLE CoO. (943) MARK HOPKINS 
Representatives: J. H. Underwood. H. R. Gayden. H. B 
DeViney. T. H. Carothers. S. L. Morgan. C. R. Underwood 

V. & E. KOHNSTAMM. INC. (961) 

Representative: E. Kohnstamm 

KOL-FLO KOOLER CO. (128) SIR FRANCIS DRAKE 
Representatives: John E. Kostura. Eugene Lasky, Thomas 
La Ro-ca 

ARCHIE LADEWIG CO. (803) ST. FRANCIS 
Representatives: Archie E. Ladewig. George F. Sollch Edw 
H. Goldacker. Wm. G. Ladewig. Russ>ll Ros Frank P 
Kern 

LAURENS GLASS WORKS, INC. (913) 
Representatives: R. M. Erwin. W. W. Starn 


ST. FRANCIS 
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J. F. LAZIER MFG. CO. (702, 704. 706) ST. FRANCIS 
Representatives: C. E. Lazier. C. E. Lazier, Jr., J. F. Lazier. 
Jr.. J. G. Fleck, G. V. Keller, C. J. Sewell 

A. J]. LEHMAN CO. (613) ST. FRANCIS 
Representatives: Philip Steiner. Ralph Seibert, Charles 
Schaal, Maurice Bernstein 

LIBERTY GLASS CO. (205) ST. FRANCIS 
Representatives: George F. Collins, Jr., J. R. Starnes, A. 
Maurice Davis, E. D. Fant, C. L. Peterson, E. V. Van Velzer 

THE LIQUID CARBONIC CORP. (312) FAIRMONT 
Representatives: K. P. Miller, W. A. Brown. Jr., B. W. 
Goulding, H. C. Mathey. E. M. Kennedy. C. B. Palmer. J. 
M. Yourish, A. V. O'Connor, G. R. Routzong, R. S. Hamil- 
ton, J. K. Beach, H. S. Hiatt. E. C. Peck, Jr., M. E. Berger. 
M. M. Wallace, L. F. Daveney, G. C. Grant, J. C. Fulton, 
C. A. Silver, C. Dungfelder, E. Rosenberg, M. J. Hans, F. 
Yaltenhaus>r. B. M. Fredricks, B. R. Buchhauser, S. M. 
Ileins-hmidt, A. W. Butler 

LUCKY CLUB CO. (983) PALACE 
Representatives: Philip P. Smith, E. A. McDougal Smith, 
A. F. deBaron-elli, Hugo Groening 

LUDFORD FRUIT PRODUCTS. INC. (104) ST. FRANCIS 
Representatives: Phillip T. Ludford, H. F. Cook, Lester A. 


Pash. Yale Glazer, Robert J. James 
MARBERT PRODUCTS, INC. (122) MARK HOPKINS 


Representatives: William Hennen, C. A. Grivakis, Roy Go- 
brocht. A. Basiotti. H. L. DeVaux, E. L. Spratt 

MASON & MASON. INC. (962, 964) SIR FRANCIS DRAKE 
Represeniatives: Ralph E. Mason, Warren F. Mason. Lester 
Jones. J. R. Barnholtz, W. J. DeChelbor, W. B. Speeler 

MASTER CORP. (925) SIR FRANCIS DRAKE 
Representatives: C. W. Klein, C. M. McMullin, Dick Dodd 

MAYWOOD GLASS CO.. DIV. ANCHOR HOCKING 
GLASS CORP. (309) PALACE 
Ropresentatives: R. H. Dallas, A. “Gin Austin, F. D. Jones 
F. C. Maywood 

MERCK & CO., INC. (510) WHITCOMB 
Represeniatives: C. P. Messersmith, A. F. Frantz 

METAL CARRIER CORP. (921, 923) MARK HOPKINS 
Representatives: M. C. Weiner. L. F. Oberman, V. A. 
Bunting 

GEO. J. MEYER MFG. CO. (411) ST. FRANCIS 
Representatives: Geo. L. N. Meyer. Geo. T. Meyer, Arthur 
W. Meyer. Harold W. Meyer, W. H. Mann 

THE MEYERCORD CO. (959, 952) 

MILLER HYDRO CO. (521) ST. FRANCIS 
Representatives: Herbert H. Nussbaum, Melvin H. Nuss- 
baum. Bernard W. Nussbaum, Mary Shirley, Don Gordon, 
George Cliett, Charles Kershaw 

MISSION DRY CORP. (414, 416) FAIRMONT 
Representatives: W. D. Aitken, W. J. Kuehn, G. A. Rod- 
riguez. W. C. Roberts, Miss Sara Blangsted, E. J. Crowley. 
Jack Sutton, F. C. Duffy. Ralph Matthews. W. T. Tanking 
P. A. Templeton 

MOJONNIER BROS. CO. (330. 331) SIR FRANCIS DRAKE 
Representatives: H. G. Mojonnier, Wesley Bateman, R. W. 
Mojonnier. C. S. MacBride, G. D. Armerding. Lee Bicken 
bach 

MORRIS PAPER MILLS (207) ST. FRANCIS 
Representatives: S. N. Lebold. A. H. Canning. S. Brodnax 
Reid Box. Emmett Fitzgerald, A. M. Schreiber 

JOHN MULHERN CO. (332) SIR FRANCIS DRAKE 
Representatives: Robert P. Waegner. N. R. Radford, C. W. 
Johnston, Orval Boudreau, Frank Mateus. T. C. Spencer 

MUNDET CORK CORP. (602. 703) ST. FRANCIS 
Representatives: Walter H. Matson, Leo McAuliffe, Victor 
Burner. M. O. Gillett. Elmer Apmann. Fred Bading. Ray 
mond Starr, Ed Jacobs. Robert Gillett 
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NATIONAL BOTTLERS’ GAZETTE (520) ST. FRANCIS 
Representatives: M. J. Becker. S. R. Kaplan, J. E. 
Stevens, Geo. R. Shear, Carl Field. Ned Brydone- 


NATIONAL NUGRAPE CoO. (715, 717) ST. FRANCIS 
Representatives: E. A. Randall, W. E. Dimmock, M. E. 
Hess, W. G. Grant. Hamilton Harris, R. L. Peace, Royce 
Hammond, R. B. Smith, M. F. Sullivan. Ben Lumpkin. W. R. 
Sullivan, R. J. Featherstone, T. S. Saunders, E. L. Withers. 
E. C. Vernor 

NATIONAL REJECTORS, INC. (947, 949) THE CLIFT 
Representatives: John Cleary. F. Steffens, H. Heddergott. 
R. Gottfried 

NEHI CORP. (714. 716, 718, 720) FAIRMONT 
Representatives: C. C. Colbert, T. H. Stanley, W. H. Glenn, 
W. E. Upchurch, Geo. E. Silver. L. A. Pierce, Joe Hale 

NESBITT FRUIT PRODUCTS, INC. (105, 106) 

OAKITE PRODUCTS, INC. (408) 

Representatives: C. S. Rankin, J. Mackesy, W. M. Brackett 

ORANGE-CRUSH CO. (719, 721) MARK HOPKINS 


Representatives: A. E. Fork, R. M. Horsey. J. O. Young, | 


D. H. Hampton, J. V. Fort. H. Williams 

ORANGE SMILE SIRUP CO. (320) 

Representatives: W. F. Cox, Clarence Bernard, E. J. Figi 

O-SO GRAPE CO. & DR. SWETT’S ROOT BEER CO., 

INC. (111, 112) ST. FRANCIS 
Representatives: R. A. Conover, Ben R. Koch, C. V. Brush, 
Maurice Walser, E. A. Thomas, T. C. Bateman. Paul Schauff. 
George Pearson, Fred Bohner 

OWENS-ILLINOIS GLASS CO. (519) FAIRMONT 
Representatives: S. Funke, S. L. Rairdon, K. C. White. R. 
E. Delaplane, J. J. O'Shaughnessy. J. R. Brown 

PAL, INC. (963) THE CLIFT 
Representatives: J. H. McNeil, John McHugh, Clint Carr. 
George Craig 

PENRITH-AKERS MFG. CO (711,713) MARK HOPKINS 
Representatives: R. W. Dyer, H. A. Carr, E. N. Francis, 
J. M. Finley 

PEPSI-COLA CO. (303. 304) ST. FRANCIS 
Representatives: Bert M. Knighton, Emmett O'Connell. 
David Smith, Richard Burgess 

THE PERMUTIT CO. (209) 

Representatives: George Swem, O. B. Lyman, Robert B. 
Burns 

THE PFAUDLER CO. (321) 

Representatives: J. E. Simpson, T. Jacobsen, W. E. Jensen 

CHAS. PFIZER & CO., INC. (327) 

Representatives: Paul E. Weber, Frank Campbell, G. H. 
Brown, M. K. Nielson. J. R. Post. G. E. Maurer 

PORTABLE ELEVATOR MFG. CO. (323) MARK HOPKINS 
Representative: W. M. (Bill) Caudell, Jr. 

POTTER & RAYFIELD. INC. (326) 
Representative: A. C. Cross 

PROGRESS REFRIGERATOR CO. (212) SIR FRANCIS DRAKE 
Representatives: J. Russell Calvert, E. D. Elliott 

PURE CARBONIC CO. (616) PALACE 
Representatives: G. C. Coffee, L. F. Kilmarx, A. J. Granata, 
G. F. Collins, D. B. Clapp. C. E. Frodsham, D. C. Giles. 
R. L. Clark 

RADIO CORP. OF AMERICA (991, 992, 993, 994, 995, 

996, 997, 998) ST. FRANCIS 
Representatives: P. A. Greenmeyer., P. B. Reed, C. A. 
LaHar, E. Bonslett. H. Troth. E. Lawless. W. Derry. Bruce 
Copping. C. Aiken. Bryan Copping. K. Hollister 

REYNOLDS METALS CO., ALUMINUM DIV. (945) 


ST. FRANCIS 
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THE RICHARDSON CO. (936) SIR FRANCIS DRAKE 
Representatives: Edward A. Bundy, Fred R. Jeffreys 

RIVERSIDE MFG. CO (114, 115) ST. FRANCIS 
Representatives: J. G. Myers. E. B. Acuff. Mrs. Raymond 
Adams 

S AND S PRODUCTS CO (117) ST. FRANCIS 
Representatives: F. L. Kelly. Burrell Biddinger, H. L. Gebert 

Cc. O. & W. D. SETHNESS CO. (606) MARK HOPKINS 
Representatives: C. O. Sethness. W. D. Sethness. H. E. 
Hager 

THE SEVEN-UP CO. (503) CLIFT 
Representatives: D. J. O'Connell, J. M. Thul, John T. Tabor. 
Dr. B. C. Cole, H. C. Grigg. H. E. Ridgway. Ben H. Wells. 
John D. O'Shea, E. J. Cunningham 

SPECIALTY ENGINEERING CO. (329) 

Representative: L. F. Ashford 

THE SQUIRT CO (107, 108) PALACE 
Representatives: Bill Jay. Edward W. Mehren. H. B. Bishop. 
R. W. Lowander, J. O. Price, R. L. Kinsey 

STANDARD-KNAPP, DIV. OF HARTFORD-EMPIRE co. 

(313, 314, 315, 316) 

SUN SPOT CO. OF AMERICA (914, 916) ST. FRANCIS 
Representatives: Albert Fine. Gwynee Crocker, Hugh S. 
Black, Jr. 

SUPERIOR CHEMICAL PRODUCTS. INC. (944) 
Representatives: Blanche B. Greenberg. George N. Case 

TAYLOR MFG. CO. (984) ST. FRANCIS 
Representatives: C. C. Long, O. R. Taylor, Jack Long 

TRU-ADE, INC. (708-710) 

Representatives: Lee C. Ward. W. S. McAdoo, Richard 
K. Law. A. R. Caldwell 

TURCO PRODUCTS, INC. (919) 

Representatives: J. D. Charters, F. E. Warnes, Paul With- 
ington, Charles F. Gayetty. James B. Ball 

S. TWITCHELL CO. (960) 

Representatives: Myron J. Hess 

THE VENDO CO. (954) 

JAMES VERNOR CO. (325) 

VOLCKENING INC (322) 

Representatives: Charles J. Norwood, James C. Norwood 
WALKER WALLACE INC. (915) SIR FRANCIS DRAKE 
Representatives: G. M. Irving. J. E. Harding. F. R. Cuddy 
WARNER-JENKINSON MFG. CO. (615, 617) ST. FRANCIS 
Representatives: H. W. Wood. W. F. Meyer, G. F. Meyer, 
B. Walker, Ben Wood. W. Barnhart. J. P. Young, R. Provart. 

H. Wilson 

WAUKESHA FOUNDRY CO. (410, 412) SIR FRANCIS DRAKE . 
Representatives: Emil Howe, Charles E. Schick, R. R. Watt 

WESTERN FILTER CO. (213) SUTTER 
Representatives: Lance H. Hoop, H. O. Egland 

WHISTLE & VESS BEVERAGES. INC (120) 

ALEXANDER HAMILTON 
Representatives: Lee ©. Crook, L. O. Schneeberger. Penn 
Jones, Byron R. Brown 

THE WHITE MOTOR CO. (502, 504, 506, 603, 605. 607) 

WHITE ROCK CORP. (508) 

WHITNEY CHAIN CO. (319) CLIFT 
Representatives: J. W. Anderson, D. D. Williams, G. F. 
Haag. A. J. Swisler 

WYANDOTTE CHEMICALS CORP. (604) 

Representatives: P. S. Spencer, E. K. Rooker, M. O. Craw- 
ford, W. T. Kierman, W. E. Wion 

THE YALE & TOWNE MFG. CO. (301, 302) PALACE «: 
Representatives: Horace G. Schoppe. G. A. Vining. Carl 
Lang. T. A. Fletcher, Ray Davidson, D. B. Eshom 

YANKEE DOODLE ROOT BEER CO. (988, 990) 

MICHAEL YUNDT CO. (601) 


MARK HOPKINS 








am San Francisco Convention 


Exposition, the 82nd annual na 
tional gathering of the soft drink 
industry under the sponsorship of 
the American Bottlers of Carbon 
ated Beverages, comes at a critical 
time in the affairs of the country 
ind the industry. The war in Ko 
rea, With its fateful implications, 
ndded the burden of still higher 
costs to the great load already car 
ried by the bottlers. Sales-wise, the 
year is proving a disappointing one 
to most bottlers, and price-wise 
the situation is without parallel in 
the history of the trade. These are 
the major factors which make the 
an Francisco gathering so signi 
ficant, and which have induced the 
nutional association to set twin 
themes for the Meeting and Show 
1) “What is Government Planning 
for the Soft Drink Industry?” and 
2) “What is the Soft Drink Indus 
try Planning for Itself?” 

The convention program has 
been arranged accordingly. Speak 


ers of national reputation are 


scheduled to address the three con 
vention sessions on timely topics 
involving both business and govern 
ment, and provision has been made 
for discussion and analysis of the 


bottlers’ cost and price problems 


development of sales, plant admit 


SCENIC CITY. . 


famous island prison 


The beautiful San Francisco Civic Auditorium will house the big Ex- 
position, while Convention sessions will be held in the St. Francis Hotel. 
There is no time conflict between the two. 





istration and other pertinent ques 
tions 

Full details of the convention 
program, including the General 
Sessions, the Special meetings, the 
national association’s entertainment 
features and the special Ladies 
Program, will be found on pages 24 
and 25. All bottlers, whether mem 
bers of A.B.C.B. or not, are invited 
to attend the Convention-Exposi 
tion 

The Exposition, which runs con 
currently with the Convention, will 


not be as large as last vear’s show 


at Detroit, but it will be of greater 
interest to bottlers, since for the 
first time in two years, heavy ma- 
chinery, including complete bottling 
lines in actual operation, will be 
displayed. The Show will have 150 
exhibitors, and will be open for 
four days. A complete list of the 


exhibitors, their representatives, 


headquarters hotels, and a_ floor 
plan of the Exposition are published 
on pages 26 to 31. 

While there is an excellent en 
tertainment program, the bottlers’ 


interest is centered on the conven- 


San Francisco is a city of renowned vistas. Here, tall Telegraph Hill overlooks Alcatraz, 


to the Marin County shore opposite. 
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tion itself, because of the tense cur- 
rent situation 

Conceding that all plans for the 
future must be made with an eye 
to the effects of military develop- 
A.B.C.B.’s 


Committee 


ments, Convention-Ex- 


position approved a 
convention program which will seek 
to penetrate the fog and serve as 
a guiding beacon to bottlers. 

Hot spot of the convention pro- 
gram, it Is anticipated, will be the 


panel discussion of “Industry Price 


Chicagoan will predict that present 
sales totals represent “only the be- 
ginning”. 

The five addresses will supple- 
ment the panel discussion, “Indus- 
try Price and Deposit Trends”, 
which many look forward to as a 
high spot of the convention pro- 
gram. The panel on Wednesday, 
November 1, will present the view- 
points of those who have observed 
pricing movements In various parts 


of the country 


Typical of the cosmopolitan character of San Francisco is this vista of 
Chinese pagodas, American apartment houses, steep hills, the unique 
cable cars, the famous Bay Bridge. The bell-clanging cable cars get 
their power from wire cables running under the streets. 





and Deposit Trends”, on Wednes 
day morning, November 1. It is the 
plan of the convention committee 
that personnel of the panel will 


comprise bottlers who have ex 
perienced the effects of price and 
deposit changes in their territories 
and who can discuss that subject 


from all its aspects 


Five Convention Speakers Named 


general sessions of the 
will present five promi 
nent speakers in discussions of sub- 
{ 


ects of 


importance to every soft 


drink manufacturer, Government, 
communism, employee relations, and 
ange outlook will be dis 

Four Californians. A 


October, 1950 


The convention program will 
open on Tuesday, October 31 with 
a discussion of a topic of great 
concern to bottlers, “Your Business 
and the Defense Program”. The 
speaker will be Carleton Green of 
Analyst 


for the United States Department 


San Francisco, Business 
of Commerce. By convention time 
the smoke should have cleared trom 
legislation, en 


wartime controls 


abling the Department of Com- 
merce spokesman to reveal the scope 
of plans for channeling materials, 
facilities, and manpower into the 
defense effort 

The second speaker on the open 
ing-day program will be a “re 
peater”. At the 1947 A.B.C.B. con 


vention this speaker, Rilea W. Doe, 


of Oakland, Cal., Vice-President of 
Safeway Stores, Inc., gave the as- 
sociation’s largest convention au- 
dience an inside view of what the 
dealer expects of the soft drink bot- 
tler. At the 1950 convention Mr 
Doe’s topic will be a broader one, 
“Let’s Get a Toe Hold”. It will deal 
with the dangers of letting foreign 
ideologies get a toe hold in Ameri 
can affairs 

Opening address on the Wednes 
day program, November 1 will be 
what is known as a flannel board 
“This is Our Prob 
lem” will be the title, “flannel 
boarded” by C. A. MecKeand, Di 


rector of Employment Relations for 


presentation 


the Merchants and Manufacturers 
Angeles The 


intro 


Association of Los 
“flannel board” technique 
duces a dramatic method of illus 
trating an address. The technique 
was developed to make the story of 
American business methods inter 
esting to the average employee. It 
has proved so successful that scores 
of speakers are now being trained 
to carry the message on. More than 
four million workers have heard the 
flannel board story of the advan- 
tages of the American system of in 
dividual enterprise 

To give plenty of time for panel 
discussion of “Industry Price and 
Trends”, Mr. McKeand’s 


address is the only one scheduled 


Deposit 


for Wednesday morning. It is antic 
ipated that nearly an hour and a 
half will be available for panel dis 
from the 


cussions and questions 


floor. If necessary, the panel will 
be continued beyond the scheduled 
closing time of 12:45 p.m 

The closing day’s morning pro 
gram, Thursday, November 2, will 
bring to the rostrum two super 
salesmen. The first, speaking on the 
“Billions of Bottles, 


ited’, is 


topic, Unlim 
Carlyle 
tuthrauff and 


Agen vy, of 


Emery, of the 
Ryan Advertising 
Chicago. The agency 
handles the advertising account of 
the Dr. Pepper Company, and Mr 
Emery is in close touch with the 
industry’s selling and merchandis- 
ing problems. Based upon this ex 
perience, he predicts that in pass 


ing the billion case per year mark, 
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CARLETON GREEN 


One of the most important topics 
of the A.B.C.B. Convention program 
~—“Your Business and the Defense 
Program” will be discussed at the 
opening session by Carleton Green, 
business analyst, San Francisco Re 
gional Office. U. S. Department of 
Commerce. Mr. Green's work con- 
sists of studying and publishing re 
ports on business and economic con 
ditions in the west coast states. He 
is a lecturer in marketing research 
and retail merchandising at the Uni 
versity of San Francisco. He has 
written and spoken widely on cur 
rent business activities, long range 
business trends, merchandise prob 
lems and marketing research. 


Mr. Green is an active member of 
the San Francisco Advertising Club, 
the American Statistical Association. 
the Pacific Coast Economic Associa 
tion, and is a director of the Ameri 
can Marketing Association. 





the industry has merely scratched 
the surface of its market 

lo ring down the 1950 conven 
tion curtain on a timely and ir 
spiring note, the topic “Where Do 
We Go From Here?” will be dis 
cussed by James Mussatti, General 
Manager of the California State 
Commerce. Mr. Mus 


“sales address” 


Chamber of 
satti’s promises to 
sell assurance, confidence in the fu 


ure, and the will to drive ahead 
toward goals possible only in the 


United States 


Technical Sessions 


For two reasons, it is virtually 


certain that the “Standing Room 
Only” sign will be out for each of 
the three afternoon technical ses 
sions of the 32nd annual A.B.C.B 


meeting at San Francisco 
rhe first reason is that a highly 
interesting program has been pre 


pared 
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The second is that the only avail- 
able room at the San Francisco 
Civic Auditorium will hold barely 
100 persons 

The programs will be held on 
Monday, Tuesday and Wednesday 
of convention week, at 2:15 p.m 
n Room 203 of the Civic Audi- 
torium 

The program on Monday, Octo- 
ber 30 will open with a materials 
handling clinic presented in motion 
form. There will be two 
“Materials 
sented by Yale and Towne Manu- 
Company, and “Bottle 
Without Bottlenecks”, 
produced by Clark Equipment Com 
Both films will illustrate the 


picture 
films Handling”, pre- 
facturing 


Handling 


pany 


increasingly popular  power-lift 
method of handling soft drinks and 
other materials in bottling plants 

The second half of the Monday 
afternoon program will be opened 
with a discussion, “There Are Ways 
to Lower Operating Costs”. The 


Joseph F Hale, 
Manager, Bottlers’ Service Depart 


speaker will be 


ment, Nehi Corp 

The Tuesday afternoon program 
will also open with a film, “Freight 
Handling Safety’, a production ot 
the National Safety Council. The 
balance of the Tuesday afternoor 


from 2:30 p.m 


program until 4 
o'clock will be assigned to one of 
San Francisco's best speakers and 
one of the most important of topics, 
“What Are the Rights of Employe) 
The speake r, Al 


Roth, President of the San 


and Employee?” 
mon E 
Francisco Employers’ Council, is 
considered to be one of the best in 
formed labor relations men in the 
country He plans to give a short 
summary of the rights of employers 
and employees under Federal and 
State Labor Laws, and ther to 
throw the meeting open for ques 


tion-and-answer discussion of the 


The closing special meeting ses 
sion on Wednesday, November 1 
will open at 2:30 p.m. with a dis 
“Water and the Beverage” 


cussion, 


Discussion leader will be Stephen 
J. Gullo. Product Control Divisior 
of the Pepsi Cola Company. At 3:15 


p.m. on Wednesday, Harry E. Ko 


CHARLES A. McKEAND 


A “flannel board” talk entitled, “This 
Is Our Problem.” will be presented 
at the Wednesday morning session 
November |. by Charles A. McKeand 
of Los Angeles. Mr. McKeand is di- 
rector of employment relations for 
the Merchants and Manufacturers 
Association of Los Angeles. Flannel- 
boarding is a new wrinkle in illus 
trating addresses. permitting the 
speaker to illustrate points quickly 
and dramatically. 


The technique was developed to as- 
sist in telling the story of American 
business to employees. Mr. 
McKeand’'s talk at the A.B.C.B. con- 
vention will not only outline the 
problem, but suggest how bottlers 
may employ similar techniques in 
telling the story of the simple funda 
mentals of government and business 
to their own employees. 





rab, A.B.C.B. Technical Service Di 
rector, will speak on “Current Tech 
nical Problems in the Plant” 


Movie Program Instructs. 


An hour program of color movies 
on the opening day of the A.B.C.B 
convention, and three-quarter hou 
presentations on the two following 

ays are promised those who arrive 
early for meeting sessions 

On Tuesday, October 31, the 
session movies will start 
a. m., with the San Francisco office 


ot he 
} 


Standard Oil Company as 
osts. “San Francisco in Sound and 
Color” will be the theme of the film 
presentation 

Wednesday morning’s film pres 
entation, starting at 9:45 a.m., will 


feature motion pictures used by 
members of the industry for public 
relations purposes. Included will be 
= rhe Making of a Yankee”, 


ball story presented by Canada Dry 


a base 
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RILEA W. DOE 


Rilea W. Doe of Oakland. Cal., Vice- 
President of Safeway Stores, Inc., 
will be one of the principal speakers 
at the opening session of the A.B.C.B. 
meeting on Tuesday. October 31. 
Mr. Doe is no stranger to the 
A.B.C.B. convention platform, having 
addressed the 1947 annual meeting 
in Atlantic City. 


At that time Mr. Doe pictured the 
close relationship which must exis! 
between bottler and retailer. His ad 
dress at San Francisco, “Let's Get a 
Toe Hold”, will touch upon a broader 
subject—the relationship between 
every American and his country. 
Because of his steady rise in the 
Safeway organization— he is the 
company’s oldest employee in point 
of continuous service, and has occu 
pied every position from receiving 
platform to executive office—Mr. Doe 
has a healthy respect for the rights 
of the individual. 





Ginger Ale, Inc., and “Assembly of 


a Soft Drink”, produced for the 
Nehi Corporation 

Thursday’s program, also start 
ing at 9:45, will show two vastly 
different types of films. In one, “Joe 
Turner, American”, conventioneers 
will be reminded of the importance 
of taking part in civic activities 
The other, “The Gift of Green”, 


produced by the Sugar Research 
Foundation, will tell a colorful story 
of the part played by sugar, and 
incidentally carbon dioxide, in pro 
ducing and maintaining plant and 


animal life on the earth 


Fun In San Francisco 


“There's one thing about San 
Francisco”, say many visitors, “It’s 
hard to leave!” We are inclined to 
agree that this city certainly has 
Whatever 


Francisco will not 


something called charm 
vour mood, san 


disappoint you. In this city you can 
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dine and dance around the world! 
You wonder if San Francisco ever 
sleeps! San Francisco is not only 
one of the world’s most beautiful 
and fascinating cities, it is also the 
center from which 90 percent of 
California’s scenic wonders can be 
most easily visited. 

A thick little thumb of land sep- 
arated from the mainland by the 
452 square miles of the San Fran- 
cisco Bay, the length and breadth 
of this city is only six miles wide 
and seven miles long. Looking down 
on San Francisco from the sky, it 
represents a peninsula packed solid 
with great buildings thinning out 
to apartment houses and homes on 
its many hills. Because San Fran- 
cisco is compact, it is remarkably 
‘asy to get around. 

San Francisco is completely dif- 
ferent from any other city in the 
United States. It represents a touch 
of the old-world, at the same time 
t is ultra-modern. San Francisco's 
foreign air Chinatown, with its 


pagodas, carved temples, gilded 
doors, scarlet and indigo roofs and 
Oriental bazaars, forms the largest 
Chinese city outside of China. You 
can explore this section for days 
Fisherman's Wharf is also an im 
pressive section offering the visitor 
many 


surprises. Dinky cable cars 


mount straight steep inclines 
that are San Francisco streets. The 
flower stands at every corner, a 
glorious clamor of color and frag 
rance. 

Looking over San Francisco from 
the slopes of Twin Peaks, we see 
its famed fourteen hills, rising al- 
most sheerly from the bay front 
Like a promontory to the north and 
east of Nob Hill, we see famed Tele- 
graph Hill. Coit 
like a tall candle rising up above 
Telegraph Hill with 


apartments clinging to its cliff-like 


Tower standing 


houses and 


sides, presents a beautiful sight. To- 
day, this famous hill is a vantage 
point for lovers of hilltop views, 
craggy skylines, and views of land, 
water, ships, and the famous San 
Francisco bridges 

Nob Hill, noted in the “old days” 
for the magnificent mansions of the 


bonanza kings and railroad mag- 


JAMES MUSSATTI 


“Where Do We Go From Here”, 
closing address of the convention, 
will be delivered on the morning of 
November 2 at the St. Francis Hotel 
by James Mussatti, General Man- 
ager of the California State Cham- 
ber of Commerce. 

Mr. Mussatti is widely known as a 
leader in California public service, 
an authority on constitutional his- 
tory, and as a speaker on current 
subjects. He was an instructor on 
constitutional history at the Univer- 
sity of Southern California for sev- 
eral years. 

Leaving educational work, Mr. Mus- 
sati in 1927 became editor of the 
“Magazine Tax Digest.’ For eight 
years, he was executive secretary 
of the California Taxpayers Associa- 
tion, Los Angeles, and in 1939, be- 
came General Manager of the Cali- 
fornia State Chamber of Commerce, 
Agriculture and Industry. 





nates, still carries the traditions of 


the past Exclusive apartment 


houses and deluxe hotels have 


largely supplanted the palaces of 
from Tele 
graph Hill, on the North bay front, 


former days. Across 
is Russian Hill. This hill was named 
from an ancient Russian graveyard 
which has long disappeared. Popu- 
lated by artists and writers, this 
hill boasts of many handsome resi 
dences and apartment houses, which 
seem to vie with each other in 
reaching for the sky. 

Because of her hills there is an 
ever-changing vjsta in San Fran- 
cisco. Street cars climb recklessly 
over the slopes, and motorists think 
nothing of them. The skyline of 
San Francisco hides its vast areas 
of pure vacationland from the eye 
of the visitor. Nowhere in the world 
can the sportsman enjoy so many 
sports as in this great city. Because 
of such an equitable climate, you 
can enjoy any and all vacation 
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sports throughout the year! Win 
ters are warm and balmy. Summer 
heat is unknown in San Francisco, 
still, tropical trees flourish here. 

But if sports do not interest you, 
just explore San Francisco. You'll 
find it a pastime that will fill many 
happy, interesting days. This city 
is full of surprises! If you do this, 
you will get the feel of San Fran- 
cisco and you will learn to know 
it and love it 

Beyond San Francisco within a 
few hours easy journey by train, 
stage, or auto, are most of the 
places which tourists travel thou 
sands of miles to see. Yosemite lies 
east and can be reached in seven 
hours by train or auto. The giant 
Redwoods begin right in San Fran 
cisco’s suburbs, at Muir Woods and 
can be visited in a half a day’s ex 
cursion. Lake Tahoe, at the summit 
of the Sierra, is an easy day or 
night ride by train or car. If you 
are driving you can detour’ back 
to San Francisco and visit Shasta, 
Lassen, Sequoia National Parks, 
the Bret Harte country, Luthe 
Surbank’s gardens, Jack London’s 
“Valley of the Moon”, and many 
othe natural masterpieces all 
within the circle of San Francisco 
excursions which only require a few 


hours driving 


Tours and Trips 


An A.B.C.B. Special Tour, which 
incorporates pre-convention and 
post convention visits to many of 
the West’s most famous landmarks, 
other special trains from the east 
and mid-west, and a_ post-conven- 
tion trip to Hawaii via Matson 
Liner “Lurline” are among the 
added features attracting the inter- 
est of bottlers planning to attend 
the Convention-Exposition. The of- 
ficially approved ABCB Convention 
Special Train is under the personal 
supervision of John E. Smith, Jr., 
president of the United States 
Travel Agency, Inc., 807 15th St.. 
N.W., Washington, D. C. Using 
“vista dome” cars, the tour will 
include visits to the Colorado Rock- 
ies, Royal Gorge, Salt Lake City, 
Yosemite National Park, Los An- 
geles and Hollywood, Riverside, 
California, and Grand Canyon, as 
well as provide time for a full week 
in San Francisco to permit attend- 
ance at the Convention-Exposition 
The low rates include first class 
accommodations on the train, all 
meals except while in San Fran 
cisco, motor trips, hotel rooms, bag 
gage handling and many other ex 


The Mission Inn, at Riverside, Calif.. is an outstanding stopping place 
for Pacific Coast visitors. 





VISITORS’ PARADISE 


The San Francisco tour provides a 
wonderful chance to see the wonders 
of the West. The two girls (above) 
standing on Glasier Point. look at 
Half Dome, one of Yosemite's most 
famous landmarks. The street in San 
Francisco's Chinatown is typical of 
the largest Chinese settlement out- 
side of Asia, while Grand Canyon, 
where the A. B. C. B. Special will 
stop over for a day, is world-famous 
for its mile-high craggy beauty. 
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The tour originates in Chicago 
on Thursday, Oct. 26, but connect- 
ing cars will be arranged from New 
York City, Boston, Washington, At- 
lanta and other large terminal cities 
where there are sufficient numbers 
to warrant. Such cars will be 
switched in Chicago to the Union 
Station to connect with the Special 
The tour ends in Chicago on Sat- 
urday, Nov. 11. The itinerary, costs 
and reservations can be had on ap- 
plication to the United States 
Travel Agency, Inc. 

Under the sponsorship of the 
Carbonated Beverage Manufactur 
ers of Illinois, and the Missouri 
Bottlers of Carbonated Beverages, 


another tour for midwest bottlers 


has been arranged by Burkett Tour 
and Travel Service, Railway Ex 
change Bldg., 611 Olive, St 
1, Mo 


Louis 
This tour starts Oct. 22, 
and ends Nov. 7, and besides allow 
ing time in San Francisco for the 
convention, includes such interest- 
ing spots as San Diego, Catalina 
Island, Reno, Nevada; Hollywood, 
Tijuana in Mexico ane# other points 


of interest 


Associated Meetings 


Several other organizations have 
planned meetings of their own dui 
ing the ABCB Convention Week 
The important National Manufac 
turers of Soda Water Flavors has 
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issued a convention call for its 45th 


annual meeting on Tuesday, Oct. 


31, at the St. Francis Hotel (Suite 


261). Expecting the best attended 
convention it has ever held, the as- 
sociation, which is headed by J. B. 
Green (Green & Green Inc.) presi- 


dent, will consider the impact of 


current world 
operations of its members and will 
attempt to chart plans for the fu 
ture welfare of members and the 
industries using their products. 
Bottlers purchase a large portion 
of their flavors, concentrates and 
extracts from members of this as 
sociation. 

Also meeting in San Francisco, 
time and place to be announced 
later, in the National Bottlers’ Ser 
vice Club. This is the national as 
sociation of supplymen’s organiza 
tions or Boosters Clubs, and at the 
breakfast meeting, to which all sup 


plymen are invited, plans for more 


‘effective cooperation between bot 


tlers and supplymen groups will be 
discussed. Hubert Owen, 2718 Fair 


conditions on the 


Fred Diel. president of the California 
Kist Bottlers’ Association. issues a 
cordial invitation to all Kist bottlers 
to attend the A.B.C.B. convention, 
and while on the West Coast, to 
visit the California Kist plants. 





view Road, Raleigh, N. C., 
retary-treasurer and J. W. 
en, Charlotte, N. C., 


The San 


is sec- 
Tonis- 
president. 
Francisco convention 
promises to be big, interesting, in- 
formative and important. Plan to 
attend 


Feaiures of ABCB Special Tour 


Round-trip first class transportation. 

Air-conditioned special through Pullman equipment. 
Deluxe lounge, vista dome, and dining cars. 

Your choice of tempting table d’hote menus. 


All meals Chicago back to Chicago during the trip except 
during stop-over in San Francisco and Los Angeles. 


Seeing the Royal Gorge and Hanging Bridge in the heart of 


Colorado Rockies. 


Two halfday sightseeing trips in Salt Lake City. 

Hear the famous organ recital in the Mormon Tabernacle. 
Two days and two nights in beautiful Yosemite National Park. 
All meals included in Yosemite at famed Ahwahnee Hotel. 
Sightseeing tour of Yosemite Valley. 

Stop-over in Los Angeles for two nights and one day vis:t and 


sightseeing. 


Deluxe accommodations at Biltmore Hotel including D:nner- 


Dance at Biltmore Bowl. 


Stop-over at Deluxe Mission Inn in Riverside, California. 
Full day sightseeing at Grand Canyon with all meals at El 


Tovar Hotel. 


Use of Pullman cars for storing baggage during stopovers. 
Transfer of all passengers and baggage where required. 

All tips for group handling of baggage. 

Services of an experienced representative of the United States 
Travel Agency who will accompany the party throughout the 


trip attending to all details to assure smoothness of opera- 
tion and enjoyable trip for all. 
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@ KNOWLEDGE IS POWER 
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Editorial 


‘Fos weeks after this issue of the 
N.B.G. reaches our readers’ desks, 
the American Bottlers of Carbonated 
Beverages will stage its 32nd An- 
nual Convention in San Francisco, 
California. Always an outstanding 
annual event. this vear’s national 
gathering is more important, more 
significant to the bottlers of the 
country than any national convention 
since the one held in Chicago in 
1942. 

For the San Francisco meeting vir 
tually repeats history. It comes at a 
time when the country is actively en- 
gaged in a war, and girding itself 
for maximum military strength in 
the future. This is being written as 
victory comes within our grasp in 
Korea, and military leaders are ex 
pecting an early end of hostilities 
But Korea is the straw that broke our 
indecision with regard to rearmament 
and defensive measures. It created a 
military budget of up to fifty billion 
dollars annually within the next three 
vears. Already the entire civilian 
economy is feeling the effects of the 
Korean war and the future will un- 
doubtedly bring much more severe 
strains on materials. manpower, cor 
porate and individual earnings and 
other manifestations of the gigantic 
“preparedness” program. 

All American industries will be 
affected, in varying degrees. While 
we have the hard-won experience of 
less than a decade ago to guide us, 
the task of putting the country into 
the required military condition must 


inevitably take its toll of our normal 


living and working standards. These 
factors, as far as they can be foreseen, 
will be considered at the San Fran- 
cisco meeting, in terms directly re- 
lated to the soft drink industry. The 
twin themes of the convention, “What 
Is the Government Planning for the 
Soft Drink Industry?” and “What Is 
the Industry Planning for Itself?”, 
are indicative of the approach to the 
trade’s problems planned for this 
very important national gathering. 

While we would have liked to see 
more opportunity and emphasis given 
to forums and discussions on such 
subjects as the industry’s price prob- 
lem new deposit developments 
sound cost analysis vending ma- 
chine developments — these and other 
urgent topics can and undoubtedly 
will be aired at the meeting. 

Incidentally, conventioneers will 
get a “plus” attraction in the big 
Exposition of machinery, services and 
supplies which runs concurrently with 
the Convention. Complete bottling 
lines and heavy machinery will make 
their appearance for the first time in 
two vears, and a wide variety of other 
equipment and aids toward the more 
efficient. lower cost production and 
distribution of soft drinks will be 
shown. 

In these times, the survival of indi 
vidual enterprises is measured not in 
terms of age or size, but in how well- 
informed the men are who operate 
them. A big step in that direction is 
the San Francisco National Conven- 


tion. Plan now to attend 








rice Developments 


Wage-price-materials controls are forecast, 


as more bottlers advance to new price levels. 


THE TEN-CENT COKE IS HERE! 


qt was bound to happen. Bottled Coca-Cola, the bulwark of 
the 5e price in the soft drink industry, is in at least one in- 
stance, now being sold at 10¢ retail. (Cartons, 40¢-45c.) This 
new price, highest in the U. S., comes as the result of an in- 
crease in the wholesale price by the Alexandria Coca-Cola 
Bottling Co., Lid. of Alexandria, La., to $1.40, the increase 
going into effect on October 1. P. A. Gilham, Jr., president 
and manager of the company, which was established by his 
father in 1909, notified all dealers by letter one week in ad- 
vance of the price increase, the letters being delivered in 
person by route salesmen on their daily routines. Currently, 
the new price is being advertised in page newspaper ads and 
on three radio stations, and cards have been supplied to 
dealers which bear the legend “All Soft Drinks 10c¢.”” 


At the new price, the company is absorbing the present 
Louisiana 3c a case soft drink tax. When interviewed by the 
N.B.G.. Mr. Gilham declared that he did not expect an ad- 
verse reaction to the new top price. Some years ago, he in- 
creased the price to $1.00, but the resultant confusion in the 
retail price, which ranged anywhere from 6¢ to 1LO0c, con- 
vinced him that the new price of $1.10, with its much better 
profit for the dealer at a gross of $2.10, together with sta- 
bilization of the retail price, was better all around. As vet, 
none of the six other bottling plants in the city of Alexandria 
have increased their prices, but regardless of what they do, 


Mr. Gilham intends to make the new price stick. 


Phe other brands produced in Alexandria are Dr. Pepper. 
Grapette, Nehi, NuGrape, Dr. Nut and two lines of inde- 


pendent brands. 


Phe development of this price move will be watched with 
interest by bottlers everywhere, particularly in Coca-Cola 
cireles, which do not look with favor on a split nickel price 


because of the bottlers’ extensive use of vending machines. 
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A MIGHT be expected, the price 
situation continues dominant as the 
industry’s number one problem 
Price continues to be a problem be- 
cause the industry is far from com- 
plete agreement as to whether 
prices should be increased; if in- 
creased, what the price range of 
various sizes should be; and where 
such increases should be made 
These three points spread out into 
a bewildering complexity of indi- 
vidual opinion, influenced by such 
factors as geographical location of 
the plants, size and flavor of the 
product produced, whether the bot- 
tler produces a franchise line or an 
independent line, varying scales of 
labor, production, merchandising 
and distribution costs in different 
parts of the country, seasonal char 
acteristics of the territories, et 
The question of price increases 18 
also being influenced by the devel 
opment of the Korean episode, and 
the several actions Congress had 
taken, prior to its adjournment, in 
preparation for the future In 
giving President Truman wide au 
thority over wage, price and com 
modity control, the Congress has 
probably accelerated the time wher 

ich controls will be imposed, 

ver specific segments of 

It is known that wage 
stabilization will first be 


by voluntary action of busi 
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ness, agriculture, labor and con- 
sumers, but there is no expectation 
in Washington that such voluntary 
action will be successful to the ex- 
tent required. 

The President was authorized to 
establish and general 
price ceilings, in which event it is 
also required that he shall stabilize 


individual 


wages. To prepare a base for the 
establishment of price regulations 
under the Defense Production Act, 
the President has already ordered 
all business firms to preserve cer- 
tain records pertaining to the 
period from May 24 to June 24, 
1950 inclusive. All records relating 
to the prices received or asked for 
such goods or services and the labor, 
material, acquisition and other costs 
incurred in connection with such 
goods or services must be kept for 
this period. The order does not 
apply to records relating to indi- 
vidual employee salaries, rental of 
real estate or other records. Only 
those records specifically referred 
to as necessary in determining a 
price base need be preserved. As 
indicated before, this order does 
mean that 
price controls will be 


not necessarily such 
imposed in 
the near future. It is merely the 
first step toward compiling the 
necessary data should the controls 
become necessary in the President’s 
opinion. 

Nevertheless, the number of bot- 
tlers increasing prices continues to 
mount. Except for a few isolated 
franchise bottlers, several of the 
western States now have all of 
their bottlers at higher price levels 
In several central States, notably 
Ohio and Illinois, and in eastern 
States such as New York, Pennsyl- 
vania, New Jersey and the New 
England States, the ratio of bot 
tlers increasing at the wholesale 
level is fast approaching the 50 
mark 

For the first time since the price 
agitation began to stir the soft 
drink industry, Coca-Cola has made 
an official statement about the situ- 
ation, as it concerns its bottlers 
and the operations of the franchise 
company. Early in September, the 
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Dow Jones news service placed a 
story on its national wire report- 
ing the increase of the Philadelphia 
Coca-Cola Bottling Company from 
80c to 95c. The story commented 
that “the Coca-Cola Company which 
sells the sirup to bottlers says it 
does not know yet how many other 
bottlers plan to follow the Phila- 
delphia lead, but it points out that 
the costs for labor to transport 
bottles and cases have been rising 
steadily and increasing costs. The 
price for the basic sirup, which 
fluctuates with the price of sugar, 
has increased 2c a gallon over the 
past year and now stands at 
$1.34.” The item also said that 
Coca-Cola reported that the bulk 
of its bottlers seem to be holding 
the 5c line and that its current 
advertising theme, “Still a Nickel,” 
will continue to be used for as long 
practicable. Three 
days later, on September 11, under 


and wherever 


an Atlanta date line, the same news 
service reported that William H. 
Hobbs, president of the Coca-Cola 
Company, had stated that the price 
of Coca-Cola sirup manufactured 
by his company and distributed to 
bottlers was lower than a year ago. 
Mr. Hobbs added that the average 
prevailing through the year to date 
is below that of the corresponding 
period last year. 

The troublesome price situation 
developed a bitter cleavage between 
the bottlers of Tennessee. It was 
learned that some bottlers had sug- 
gested to Governor Browning that 
a le a bottle tax be enacted by the 


next legislature in an attempt to 


break the 5c retail line. The officers 
and executive committee of the 
Tennessee Bottlers of Carbonated 
Beverages held a special meeting 
on September 6, and by a split 
vote of ten to two approved a reso- 
lution outlining its “unalterable 
opposition to any increase in taxes 
of any form or a special tax on the 
soft drink industry in the state of 
Tennessee.’ 
of N. 
tling Company, 
Luther, Royal Crown, 
and John P. 
Bottling Company, Paris, was ap- 


*" A committee composed 
M. Keating, Seven-up Bot- 
Knoxville; C. E. 
Nashville; 
Lasater, Coca-Cola 
pointed and authorized to prepare 
and circulate at the earliest pos- 
sible date an appropriate petition to 
be signed by all of the bottlers 
in the state of Tennessee approv- 
ing this action of the officers and 
directors of the association. The 
matter was scheduled for a full 
airing at the forthcoming annual 
convention of the association in 
Chattanooga on October 8 

The national associatién has 
planned to devote most of an entire 
morning of one of its three con- 
vention sessions in San Francisco 
to the question of prices and de- 
posits, in the form of a panel dis- 
cussion in which bottlers will re- 
port their experiences with price 
increases and deposit changes 

Meanwhile, bottlers everywhere 
continued to raise the wholesale 
price of their preducts. The full 
extent of the changes in the price 
picture will be reported by Na- 
tional Bottlers’ Gazette next month 


(see box below). 





COMING IN NOVEMBER! 





A full statistical report, amplified by maps and charts, on a 
nationwide survey of 6,000 bottling plants with relation to the 
wholesale and retail prices of bottled soft drinks, will be pub- 
lished in the November issue of N.B.G. 


The data will be based on over 1,000 returns, or approxi- 
mately 18% of the nation’s total operating bottling establish- 
ments. Pre-publication copies of the survey will be available to 
all registered bottlers and supplymen at the San Francisco 
A.B.C.B. Convention-Exposition. 














Higher Deposits 
Again An Issue 


q is hard to believe that any 


thing but price could occupy the 
bottlers’ attention at this time, but 
there is another subject just as im 
portant, if we take as gospel the 
many references bottlers have made 


t t in recent months 


That subject is deposits, a 
troublemaker since World War II, 
when costs of bottles and cases be 
gan to rise to the point where the 
usual deposit rates were unrealistic 
ind gave the bottler no financial 
protection whatsoever 

The question of deposits is one ol 
As part of the bot 


bottles 


economics 

general cost picture, 

and cases have always repr t 
a substantial sh: of the 

the ratio has changed considerably 

to the war, a 24 bottle case 


its bottles averaged $1.23. To 


day the same unit costs $2.18, and 
will cost more in the not-too-dis 
tant future. A pre-war quart case 
and bottles cost about .$.95; today 
ibout $1.82. When profits were ade 
a small increase in case and 

hottle costs could be tolerated, as 
| nefficient collection sys 

r than average losses 

But today, with profits as they are 
or as some bottlers wryly com 
mented “Where are they ?”’ 
the increased costs nor 1 
withstood. In fact 


ve come to realiz 


that of all their costs, bottle and 
case losses bear most heavily on 


them 


An Old Problem 

It need hardly be stated that this 
subject of proper deposits is not 
new. It has been a debated, dis- 
cussed and _ footballed phase ol 
plant operation ever since the time, 
more than fifty years ago, National 
Bottlers’ Gazette first suggested 
that it might be a good idea if bot 
tlers put a deposit on their contain 


ers in order to insure getting them 
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back. bottlers who 
adopted a deposit system then faced 


Pioneering 


the competition of bottlers who did 
not see any value in the newfangled 
idea. Eventually, because it was 
basically good business to do so, all 
bottlers adopted a deposit system 
at generally the same rates. 

World War II, with its vastly in- 
creased prices for bottles and cases, 
its shortages of production, and its 
excessive losses, made it apparent 
that the deposit rate structure was 
ready for a long overdue shakeup 
and reorganization. Early in 1946, 
for a period of five months, N.B.G. 
explored the deposit question from 
every conceivable angle and gave 
its readers the answers to every one 
of their questions of how far de- 
posits could go, how a change-over 
could be effected, and what the end 
results would be. 

It is generally agreed that today, 
even with several thousand bottlers 
raising their wholesale prices, 
profits are still not adequate to ab- 
sorb the losses permitted by im- 
proper deposits. There is only one 
answer—and that is to raise de- 
posits to a realistic and protective 
level. In fact, glass prices and shell 
prices have gone so high that the 
ideal deposit level (the replacement 
cost of the containers) is out of 
reach. But there is also no question 
that losses in containers can be re- 
duced from one-third to one-half 
by higher deposit rates. It should 
be remembered that the price peak 
of bottles has not been reached. 
The long strike in soda ash plants 
just concluded, plus a big demand 
for the product for the military 
program, has already raised glass 
prices and will increase it again, 
probably before the year is out. 
Lumber is now one of the critical 
materials, as is steel (for strap- 
ping and nails) and many box mak- 
ers are quoting prices on a day-to- 
day basis 


These 
for a deposit rate which will give 


facts emphasize the need 


the maximum amount of protection 
to the bottler’s financial status and 
his rate of bottle returns. 

Inertia and indecision, two char- 


acteristics which seem to be com- 


October, 1950 


bottlers, have 


made the situation worse, but not 


mon to too many 


impossible of correction. It seems 
to us that something so many bot- 
tlers want so badly, if we are to 
take them at their 
quickly be accomplished. In deposit 


word, can 


increases, as in price increases, but 
perhaps not to the same degree, an 
illogical but deep-seated fear of 
competitors is the only thing that 
keeps most bottlers from increasing 
their deposit rates. 


Good Time for Move 


is quite true that deposit 


PLEASE ALTORE 
EMPTY GEPSIT BOTTLES 
PROMPTLY 


losses are only one of the major 
costs which are harassing the trade 
now. More important, it is one of 
the costs the bottler can do some- 
thing about by himself, for him- 
self, without waiting for anyone or 
anything. It is a demonstrable fact 
that deposit action can be taken in 
advance of any price action or in- 
dependently of such a move. There- 
fore, at what we feel is an appro- 
priate time, we again review the 
facets of the deposit situation with 
the fervent hope that it will help 
bottlers to take the positive and 
needed step to increase deposit 
levels. 

Most bottlers agree on the need 
for a deposit raise to accomplish 


these two desirable objectives: (1) 


Insure the prompt, maximum re- 
turn of containers and (2) mini- 
mize the bottler’s 
when bottles and cases are lost and 
broken. During the five months of 
1946 in which we concentrated on 


financial loss 


the deposit question, it was ascer- 
tained by a nationwide survey cov- 
ering all bottlers, that 93% of them 
unequivocally believed that higher 
deposits on bottles and cases were 
necessary and warranted by the 
prevalent conditions. If anything, 
the necessity for this move now 
has been emphasized by the many 
changes for the worse, as far as 
this industry is concerned, which 
have taken places since then. Hun- 
dreds of bottlers, including many 
who single-handedly had main- 
tained higher deposit levels than 
their competitors and those who 
increased their deposits in the past 
two years, have submitted irrefu- 
table data to the effect that they in- 
creased their deposits without dis- 
turbing dealer relationships and, 
of course, with markedly beneficial 
They shown that 
higher deposits are practical and 
effective—that they do not disturb 
bottler-dealer relations, create sales 


results. have 


barriers, or incur consumer wrath, 
to any measurable extent. 


Independent bottlers, of course, 


can make their decisions promptly, 


but franchise bottlers must con- 
sider the general policies of their 
franchise companies. Most of the 
national companies agree that a 
higher deposit is necessary and 
where it will not create disturbing 
competitive conditions, they are 
willing to let their bottlers make 
their own decisions in this regard 
Others are still firm in their oppo- 
sition to any change in their usual 
deposit structure. This is to be ex- 
pected, and is a matter which the 
franchise bottler must settle with 
his parent company. 


Co-Operation Is Helpful 
While 


trade question of national interest 


adequate deposits is a 
and importance, concerning all bot- 
tlers, still, because of variations in 
marketing 


conditions in various 


areas, the practical and most satis- 
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factory method is to have bottlers 


locally—in a town, city, county, 
group of counties or even a State 

get together and agree on the essen- 
tial details of deposit levels most 
suitable for that 


No recommendation is given for a 


particular area. 


specific deposit level: what may be 
adequate for one bottler with his 
plain labelled bottles, would be in- 
sufficient for another using an ACL 
bottle. The size and weight of bot- 
tles, their cost, the cost of cases, 
territory characteristics, are other 
factors which make a standard de- 
posit unwieldy and impractical 
The prime purpose of local meet- 
ings is to obtain concerted action, 
arrange details and set a starting 
data for the new deposits in that 


area 


The Program 


In the matter of procedure, each 
bottler can go ahead on his own 
once he has determined the start- 
ing date. The first step is neces- 
sarily a determined collection drive 
to bring in as many empties as 
possible before the new deposit goes 
into effect 


probably average three weeks, can 


This period, which will 


be utilized to brand, stamp or other 
wise identify the cases going out 
on new rates. Dealers and consum 
ers should be notified of the pro 
posed change shortly before it is 
scheduled to take place 
media like 


to inform consumers 


using local 
hewspapers, radio, etc 
and explana 
tory letters and visits by salesmer 
Helpful dur 


transitional period is an 


for advising dealers 


ing the 
explanatory schedule prominently 
placed in retail outlets which will 
acquaint consumers with the change 
and, save dealers’ time and explana 
tior Once the innounced starting 
date Is set, | i s and bottles 
should be subject to the new rat 

including those uncollected contait 
ers out on deposit at the old 


rates. Assuming that the increase 
amounts to le per bottle, the bottle: 
will be paying an extra penny for a 
number of empties which were sent 
out on the lower deposit, but this 
cost is relatively small. In fairness 


to the dealer, there can be no argu 
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over the 
bottles once the effective date is 
established. Since the 
marked, no trouble on this score 


ment rates applied to 


cases are 


Further details on 
this aspect of the question, with 


should occur. 


pertinent illustrations of techniques 
tested by bottlers who have already 
raised their deposits, will be sup- 
plied by the N.B.G 

This is a very good time to get a 


upon request. 


new deposit structure set up. The 
summer rush is over, bottles and 
cases can be brought back from the 
market and plant activity is gen- 
erally at a level where time and at- 
tention can be given to the details 


of a deposit increase program. 


Canada Dry Launches New 
Premium Promotion 

A novel premium promotion with 
a strong appeal to children will be 
launched by Canada Dry this month, 
with strong advertising support on 
television and in Sunday comic pa- 
pers. The premium is a group of 
six specially designed circus toys 
which go into action when pulled 
with a cord, and can be used indi- 
vidually or linked into a colorful 
parade 

Two coupon labels on quarts of 
Ginger Ale plus 25c entitles any 
kid to the whole set. No inconve- 
nience to retailers is entailed since 
all mailings will be handled from a 
New York P. O. box 

The premium is intended both to 


promote ginger ale sales during 


Here is one of the store displays 
which will help promote Canada 
Dry’s new circus toy premium 
promotion. 





October and to help merchandisé 
Canada Dry’s network 
show “Super Circus.” The toys 
themselves carry this title, and will 
be demonstrated in action in film 


television 


commercials on four successive Sun- 
day telecasts of the show. Thirty- 
seven video stations will carry 
these, in addition to the four-color 
Puck, 


Sunday 


ads which will 
Metro and 
comic supplements in 52 markets. 


appear in 
independent 


Seventy Canada Dry plants, in- 
cluding 40 licensees, are participat- 
ing in the promotion. 


Bottler’s Balloons Do Bang-Up 
Sampling Job 


Everett O'Hara, advertising man- 
ager for L. Beal, Inc., Squirt bottler 
in Sioux Falls, South Dakota, re- 
cently employed a novel sampling 
technique to win new friends for 
his product. 

When the Sioux Falls Carnival 
hit town, O’Hara arranged to at- 
tract a crowd to the Squirt sam- 
pling stand by sending up Squirt 
balloons inflated with helium gas. 
On each balloon was tied a small 
red card entitling the finder to a 
free six-bottle carton. Balloons, em- 
blazoned with the Squirt character 
were released by the hundreds... 
and hundreds were redeemed 

The firm is highly enthusiastic 
about the results obtained from this 
type of sampling, and L. Beal, pres- 
ident, is considering using the same 
successful sampling promotion for 
other Fairs this Fall. 


California Liquor Dealers Push 


Squirt Snowball 


Squirt Snowball with Smirnoff 


Vodka is now being heavy ily pro- 
moted by leading liquor wholesalers 
in San Francisco and northern Cal 
ifornia 


Following a series of sales meet 
ings, James Stewart, of Smirnoff 
Vodka in San Francisco, has as 
signed over 40 of his distributor's 
salesmen to put Squirt and Vodka 
displays in leading liquor stores and 
bars. Three big chains of liquor 
stores are to be opened up as 


of the selling program 
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We cordially invite you 


to visit us 
at the A. B. C. B. 


1950 NATIONAL CONVENTION 
& BEVERAGE EXPOSITION 


BOOTHS 715-717 








Civic Auditorium 
San Francisco 





Our representatives will be 
registered at the St. Francis Hotel 
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LADIES TAKE OVER... 


Faye Emerson, glamorous “First 
Lady of Television.” and Alfred 
N. Steele, president of the Pepsi- 
Cola Co., drink a toast to the new 
Faye Emerson Pepsi-Cola televi 
sion show which was premiered 
on September 26th (CBS-TV). It 
will be seen in approximately 36 
cities, thrice weekly. 


In its first major promotion since 
acquiring the White Rock fran- 
chise, Vess Bottlers Co., Colum- 
bus, Ohio launched a city-wide 
‘White Rock Girl” contest—and 
Miss Lois Ingerham, for obvious 
reasons, emerged as the winner. 
Several other big-scale promo- 
tions are planned by the firm. 


Dr. Pepper's national campaign 
to introduce its new bottle crown 
to the trade was a huge success 
as evidenced here. Perched on 
top of the millions of crowns 
turned in to Dr. Pepper bottlers 
ever the nation, in one of the 
most sensational crown collection 
campaigns ever conducted, is 
Miss Barbara Gentry. Dr. Pepper 
Company's popular receptionist! 











CROWN FOR CROWN 


Chicago Dr. Pepper Bottling Co. 
recently provided a treat for kids 
who had their hair trimmed at a 
nearby barbership. The reason: 
Dr. Pepper just changed bottle 
crowns, so small boys who had 
their “crown changed” too, rated 
the salute from Dr. Pepper. 


DAD'S PRESENTATION 


Dad's Root Beer Company pres- 
ident. Ely Klapman. left, executive 
member of the Los Angeles City 
of Hope Sanitarium, presents a 
scroll to Gilbert Mann, labor 
union leader, in recognition of the 
latter's outstanding work in be- 
half of the institution. 


a 


FOREIGN AFFAIR 

Canada Dry beverages will be 
made for the first time in Aus- 
tralia and New Zealand under a 
license agreement which is here 
being signed by R. W. Moore, 
left. Canada Dry president, and 
S. Y. Gresham, head of the new 
company now being formed. L. 
McConnell, V.P. of Canada Dry 
International, is at right. 
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Suvitations from all 


Come and See Us... 


At Booths 618-620, A.B.C.B. Exposition . . Civic Auditorium, 
Oct. 30-Nov. 2. Be Our Guests at Our Entertainment Suite, 
St. Francis Hotel. 


Also: KIST Bottlers of California Cordially invite You to Visit Their Plants. 


} CITRUS PRODUCTS COMPANY 


1t EAST HUBBARD STREET, CHICAGO 11, ILLINOIS 








N. B. G. Goes to 


Another N. B. G. on-the-spot city market study (No. 26). 


= 


© ¥ ANY KIND of a guess, Erie, Pa boat. Though a reasonably active 


has every possibility of being a good vholesale city, it is largely over 
business city and the center of ar shadowed by Buffalo and Cleveland 
itive trading area. With a port on Though having a physically good 
Lake Erie, located on the main line retail business district, people in 
of the New York Central Railroad Erie buy at low levels and do not 
ind a hundred miles distant from ippear to react to merchandising 
both Buffalo, N. Y., and Cleveland, promotions. Even the Chamber of 
Ohio, Erie has every advantage Commerce is somnolent 

that, say, Philadelphia has in com An indication of the generally 
parison to New York and Baltimore inaggressive retail condition of 


But Erie, somehow, missed the Erie, Pa., is provided by the fact 


MARKET FACTS---ERIE, PA. 


Total bottling planis (includes | distributing only) 
One-brand plants 
Plants producing (and distributor) private label 
drinks 
Trucks operated by bottlers (including reserve 
vehicles) 73 
Total employes, Erie carbonated beverage in- 
dustry winter, 163; summer 219 
Estimated beverage outlets in Erie County 1,475 
Population, city of Erie 131,000 
Total retail sales, Erie city, 1949 estimate $52,992,000 
Carbonated beverage sales in cases by Erie bot- 
tlers and distributors (N.B.G. estimate) 
1941 (prewar) 1,073,000 
1949 1,231,000 
1950 outlook 1,346,000 
Franchise brands marketed in Erie: Canada Dry, Cheer Up, 
Cherry Blossoms, Circle A, Coca-Cola, Dad's Root Beer, 
Dr. Pepper, Frostie, Hires, Old Fashioned Ma's, Nehi, 
Nesbitt’s, Nichol Kola, Par-T-Pak, Pepsi-Cola, Royal Crown 
Cola, 7-Up. Spur. Squirt, TruAde, Vernor’s. 


that many stores with fountains 
including big stores in the principal 
business district—-have declined to 
repair or replace their fountain 
equipment and are using “soda 
tanks” (large containers of charged 
water) obtained from local bottlers, 
in order to continue service! 

The condition of the carbonated 
beverage industry in Erie is far 
from ideal. Of the 13 plants and 
distributors now operating there, 
seven have come to the city since 
the end of World War II, and four 
of these set up their own new plants 
\s closely as can be determined by 
N.B.G., carbonated beverage volume 
in the Erie district was less than 
15 higher in 1949 than in the pre 
war years of 1941; and bottlers 
were hesitant when this survey was 
made at the beginning of summer 
to predict more than a hopeful 10 
increase this year. Several, in fact 
admitted that they expected a de 
cline in their 1950 volume 

Although, as in other territories 
retail grocery stores are considered 
the best outlets, many of the bot 
tlers look for a large fractior 
their business from taverns 
this trade, grapetruit is a very pop 
ilar flavor. It appears to be almost 
the local standard for mixing Tom 
‘ollins, and is comparatively muct 
stronger in Erie than in other mar 
kets recently surveyed by N.B.G 

Two other factors also affect the 


Erie picture. There are a large num 
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Better Coloring 
with 


TRADE MARK 


BRAND OF 


CERTIFIED FOOD COLORS 


Your finished product deserves the finest. Secure maximum sales and eye 
appeal by using Sterwin's Parakeet Certified Food Colors. 
food colors are manufactured by Sterling's Hilton-Davis Chemi- 
lers in the color field for 25 years. Their experience and know- 
the production of top quality certified food colors 





WRITE TODAY for new booklet 


giving information on Sterwin's 


ON ia Sa line of Food Colors. 


ee 








SUBSIDIARY OF STERLING DRUG INC. 


1450 BROADWAY, NEW YORK 18, N. Y. 
445 Lake Shore Drive, Chicago 11, Hl. 
FACTORY: CINCINNATI, OHIO 
Branch Offices 
drlanta, Boston, Buffalo, Chicago, Dallas, Kansas City (Mo), Los Angeles, Minneapolis, Portland (Ore.), St. Louis 


WORLD’S LARGEST SUPPLIERS OF VANILLIN 
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ber of “beer distributors” who offer 
home delivery, and most of these 
carry stocks of carbonated bever 
ages. In addition, 
bottler in Erie 


Price Picture Mixed 

The price situation is very mixed. 
All bottlers, of course, have to con- 
tend with the Pennsylvania state 
makes plant door tax, and this adds to their manage- 
sales at $1 for the 80-cent goods, ment problems if they sell across 
$1.20 for 96-cent the nearby state lines into Ohio and 
cases. Between the home deliveries New York 


1 80-cent floor under 


virtually every 


and at around 


Theoretically, there is 


and the come-and-getters, the retail al prices—but 
grocery volume is 


fected 


definitely af shrewd buyers, particularly from 


drive-in theaters, have found that 


aol LAKESIDE _BEVERAGES «| 
as 


ot AOR i ot ae 





THREE ERIE PLANTS 


Top—Lakeside Beverage Co., top. with a Perma-Stone front. is one of 
Erie's most attractive plants. Its products are Nesbitt’s, Frostie Root 
Beer, and a private flavor line. Center—Dr. Pepper Bottling Co., also 
producing Hires Root Beer. Cherry Blossoms, and Circle A flavors, plans 
a move to larger quarters in the near future. Bottom—Tree-shaded 
Crystal Bottling Works produces only private-label goods 





they can shop around with a big 
order—and maybe buy at 55 cents 
xr less from some bottlers! 
Lakeside 
12-ounce bottles, and 96-cent prices 
ire obtained for Dad’s, Pepsi-Cola, 
Royal Crown and Hires, though the 


has a 90-cent price on 


colas have seasawed a little. Large 
bottle prices average around $1.20, 
less tax; go as low as $1.00 on one 
plant’s 24-ounce bottle, 
as $1.45 for ¢ 


and as high 
‘anada Dry’s top trio 


Deposits are likewise not uni- 


form, ranging from 50 to 75 cents 


at every intermediate level; while 


the Saegertown distributor gets 
$1.00 deposit on his quarts 

Despite this somewhat confused 
outlook, 


basically 


there is really nothing 


wrong with the carbon- 


ated beverage industry in Erie 
This is proved by the 
Mehler Bottling Works, 


same family ownership since 1883, 


progressive 
under the 
as well as by the 


smaller Golden 


Eagle Beverage Co. whose lineage 


goes back to 1888 


Pattern of Distribution 
Most of the Erie bottlers work 
¢ or more counties beyond Erie 
county, including particularly the 
adjoining New York State area. For 
this remote coverage which goes in 
some instances as far as 100 miles 
over mountains, eight of the plants 
use distributors, though local cover 
age is done by the plants 
Mehler Bottling Works had for 
some years been working on a dis 
tributor basis locally as well, but in 
March of this vear concluded ar 
rangements to acquire the distribu 
tors’ equipment and make them em 
ployes. The result, 
iver Rit hard A 


observes man 
Mayer, is exactly 
had been expected : greate! 
ontrol over sales efforts, elimina 
of duplication of routes, and 
er earnings for each of the men! 
change in pattern is expected 
be largely responsible for the vol 


ime increase this plant anticipates 


One plant, Canada Dry, follows 
parent company pattern of using 
dvance salesmen to book orders, 


the drivers merely making de- 
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for FREE SAMPLE 


Everybody likes good root beer. 
And every bottler wants.a root beer that 
customers will order again and again!... 
“Sure,” you say, “but how can I get it? How 
can I be certain?” 

HERE’S HOW!... Liquid offers you a 
new TRY-OUT plan—a plan that costs 
you nothing unless you PROVE to your 
own satisfaction that Liquid’s new, 
improved root beer will build new sales 


for you! You can’t loose! You take no risk! 
Here’s how it works: 


First—send for free, ready-to-use syrup 
sample and make your own taste test. When 
you have satisfied yourself — 


Then —send in for your trial 8-gallon order 
of root beer extract and let your customers 
decide. It’s backed by Liquid’s Gold Bond 
money-back guarantee. It must satisfy you or 
there is no charge. We pay the transportation. 


THE LIQUID CARBONIC CORPORATION, 3100 South Kedzie Avenue, Chicago 23, Illinois 


Please send me liberal sample of Company Name 
Red Diamond Root Beer, ready-to- 


bottle, and complete information 


My Name 
on your money-back plan. Address 


o  ——_ 











Theonett Ginger Ales and White Sodas are the life of any 


party. Used as is, or in a mix, they make sparkling, 


delicious drinks that everybody likes. 


Try our No. 221 

Topsy Pale Dry toz. type, rich in ginger and 
made from the finest raw materials obtainable. 
Or, if you require a 2-0z. type, you'll like No. 
309 Pale Dry Theonett Ginger Ale. 


There’s plenty of flavor and 
sparkle in Theonett No. 228 clear, aleoholic 
l-oz. lemon and in No. 313 clear. aleoholic. 
2-07. lithiated lemon dry. They are ideal for 


white soda. Order a supply today. 





liveries. The advance men get a base 
salary and percentage commission, 
and the plant is satisfied with re 
sults 

Route salesmen are not organized, 
nd the labor situation is good. The 
men earn, on an average, about $50 
the year round, with some plants 
reporting summer earnings up to 
£85 weekly. Two plants guarantee 
$50 at all times. Four plants provide 
helpers on trucks in peak months, 
three of them paying the complete 
cost and one sharing the wage wit! 
the driver 

Wage payments to salesmen, 
though varying, are within a close 
range In most cases, there is a $20 
to $25 base, with an average com 
mission of 6 cents, usually split for 
empties. One plant pays 6 and 2; 


another 5 and 3 


Seasonal Pay Scale 


Particularly worthy of mention is 
the wi scale successfully used by 
one of Erie’s older plants. For six 
winter months, salesmen get a base 
pay of $24; for six summer months 


this figure is reduced to $12 


In ad 
ditiion to the base, a 6-cent commis 
sion is paid on weekly sales up to 
350 cases; 7 cents to 450; & cents 
for higher volume, The rate of com 
mission applies to all sales, thus in 
effect giving a bonus as a salesma! 
yets into the next higher volum 
yrouy 
Only a few of the bottlers have 
sales contests, occasionally or regu 
larly; but an unusual plan is worked 
Pepper Bottling Co. A con 
ew-account contest Is 
based on a 100-hole punchboard 
When a new board is started, each 


salesman must get five new accot 


its 
o qualify: after that, each new a 
ount entitles him to one punch ot 
he board, The board has ten “lucky 
imbers” for useful household arti 


a grand prize of an electric 


weekly dollar 17 is awarded 
idvertising placement one 
inside piece, five 

utside piece; ten 

outside placements 
reported daily by the 
and the highest point total 
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iT 
LIKES 
you 


PATENTED STACKING 
STABILIZER KEEPS 


CARRIERS Rigid 


Prevents 


Wobble and Sway 


Solid Bottom Prevents Bottom 
Failures. A revolutionary new 
STACKING STABILIZER is the an- 
swer to wobbly, swaying bottle car- 
riers! This patented feature holds 
Morris bottle carriers absolutely 
rigid. It enables you to make larger 
displays. Only Morris Step Up. Car- 


rier has the stacking stabilizer! 





STACKING 


—_ 
@ nolan Stabilizer prevent\\ 


wobble 


@ Fits all cases 


@ Ends breakage complaints 

@ Amply strong for multiple 
trips 

@ Safe stacking either vertically 
or in pyramid 

@ Safe and comfortable to 
carry 

@ Features trade mark on all 
four sides 

@ Simplifies checking loads 


@ Assembles quickly at bottling 
line 


MORRIS PAPER MILLS "33 
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sponsored by several bottlers, with 


Crown holding some sort of a record 


by sponsoring 23 groups of bowlers 


Mehler gave up taxi signs, but 
Nehi thinks they are wonderful and 
reports much favorable comment 
In Erie all cabs are operated by one 
company, and the signs are rented 
for every fourth week by Nehi. The 
rate for this advertising in Erie is 
$2 per cab per week, based on the 
cab company’s reports of how many 
cabs are on the street 
Bottle openers and bottle toppers 
are used by most of the bottlers 
These are felt to be necessities, par 
ticularly with bar trade 
Crown gives balloons to organi 
zation picnics. Nehi has found some 
consumer premium deals to be good 
Lakeside sells clocks, but Dr. Pep 
per couldn't and gave away those 
. : that had been ordered 
LARGEST . . . NEWEST Newspaper advertising is used to 
Erie's biggest plant is the Pepsi-Cola Bottling Co., top. which also pro 
duces Ma’s Old Fashion Root Beer and a line of flavors. Newest plant 


in the city is Canada Dry Bottling Co., bottom. which bottles the com thinks school magazines are more 
plete Canada Dry line in all sizes. including Spur and Hi-Spot. 


some extent, though Golden Eagle 


worthwhile. Some bottlers are using 
radio without too much enthusiasm, 
at the end of each week gets the Continued on page 58 
cash prize 

The company at present has only 
four salesmen. Both plans, though 


modest, are working very well, it is 





reported 


Promotional Activities 


Merchandising and promotional 
work by Erie bottlers follows cor 
ventional patterns, with a slight in 
dication that 1950 expenses will be 
somewhat above 1949 

This year, Mehler sampled Tru 
Ade with 4,000 mailed coupons 
good for one carton each. Crown is 
planning a sampling campaign o1 
Dad's and Lakeside distributes 
many bottles at a Wednesday afte: 
noon radio show entitled, “Ladies 
Enjoy Yourselves!’ 

Vernor’s uses store booths wit! 
two girls in uniform to sample 
Rola goes in for the booth ide 
Canada Dry samples from a | 
able cooler, and Dr. Pepper feels the 


best sampling is done at churcl 


ON THE GO 
Top—Vernor'’s Ginger Ale Bottling Co. uses “package car” truck bodies. 
Sport teams, including bowlins claims that front and rear access makes them convenient. Below—Nehi 
' Salt sa@ihall auit haakothall Bottling Co. favors “moving advertising.” uses signs on the backs of 
vaseva ' oe ee eee — Erie's 102 taxicabs one week each month. 


cials 
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AT THE CONVENTION .. . Booth 102 


Be Sure To See and Taste... | 








®@ Requires NO STERILIZATION! 
® Lightly carbonated, real chocolate drink 
® No Special equipment needed 


® Available on Exclusive Franchise basis 


If you're not planning to come to the convention, write us for 
complete information, stating the territory you now cover... . 


October, 1950 








for a 
cheery 
Cherry 
all 
year 
long 








NEW DISCOVERY... 


improves “GONADE” 


CONVEYOR LUBRICANT 


“CONADE” SOLVES 
PROBLEM OF 
SETTLING-OUT 


“*CONADE" remains 
CLEAR when diluted with 
water. Minerals in water 
which affect soaps or 
chain lubricants, no 
longer affect 
“CONADE." 


What Is “Conade”’? 


A Scientific Wet Conveyor Concentrated 
Lubricant. 


What “Conade” Does— 
TRIPLE ACTION — Cleans, Disinfects, 


Lubricates—IN ONE OPERATION. 


14 REASONS WHY “CONADE" IS 
THE "SUPERIOR" WET CONVEYOR 
LUBRICANT 


A Scientific Product—Not a Soap. 
. It Lubricates. 
. it Cleans. 


Contains no alkali or injurious chemicals. 


Will not Gum or “Build-up.” 


P 

2 

3 

4. It Disinfects. 
Ss. ; 

6. 

a 


leaves no residue on bottles or con- 
tainers. 


8. A liquid—No messy mixing problem. 

9. Free-flowing—heat or cold won't affect 
it. 

10. Remains clear when diluted with water. 

11. A Rust Inhibitor. 

12. Will not become rancid. 

13. Cuts Production Costs. 


14. Increases Profits. 


Now Used by Leading Bottlers. 


BOOTH 944 «....0322%0 
Beverage Exposition 
Write - wire for full details. 


SUPERIOR CHEMICAL PRODUCTS 
INC. 
Dept. NB, 123 W. Madison St. Chicago 2, Ill. 
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UM 


tells the story 


LESOME AND 


REFRESHING 


sell again and again 


ume, keep profits high year in, year out. The 
Today it isn’t the first sale that counts... exclusive WONDER franchise can do the 
repeat sales. same for you. Write for details TODAY, 


telling us your capacity and territory. 


In today’s hard-boiled competitive soft drink 


market WONDER ORANGE DRINK 
carbonated or still — always makes money ONE BOTTLE FOR ALL WONDER BEVERAGES! 


for bottlers on a sound, lasting “repeat sale” 

High-qualityW ONDER-OR ANGE 
DRINK and WONDER companion 
“ie : é ; beverages require only one ACL 
delicious. Its tempting, fruit flavor is unex- bottle (in the popular 7 or 10 ounce 
celled in a class by itself size); flavors are identified by 


basis. And the reason lies in‘its timeless, un- 


varying high quality. It's pure, wholesome, 


crowns only. 


Yes, WONDER BEVERAGES build vol- 
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N. B. G. GOES TO ERIE- 
(Continued from page 57) 


and several think that television 


advertising would be good but is 
presently too costly. During the 
past summer, Canada Dry was 
cheduled to have tried a few TV 
spots with service films supplied by 
the parent company 

The most unique novelties in the 
Erie district are used by Vernor’s; 
plastic 


handsome ashtrays with a 


Vernor ¢ ap imbedded at center, sup 


plied particularly to clubs. But when 
the demand for this expensive item 
increased, Rex Southworth learned 
that people were working off the 


bottle caps! 


Vendors On Increase 


Like other cities, Erie has plenty 
of “red” vendors Sut five other 
local bottlers are commencing to 
push selective venders and hope to 
get several hundred out this year 

Cartons are used to a large ex 
tent, with from one to four trips 
claimed per carton. Vernor’s uses 
a Wire-handle carton and is positive 
of tour trips. Golden Eagle com 
promises with a shopping-bag type 


carrier for six smalls 


Plant Histories 


Oldest plant in Erie is 
Bottling Works 


Mehler family since 1883 


Vehle 
owned by the 
Richard 
\. Mayer, presently the plant man 
iver, also occupies the unofficial 
position of industry leader in the 
city, though there is no local asso 
ciation 

The city has grown up around 
the plant so that there is no possi 
bility of expansion at the present 
location, and many space-saving et 
ficiencies have been developed wit! 


in the four-floor building 


Biggest 
handicap is the fact that loading 
and unloading must be = accon 
plished through doorways on an al 
ley—but this is actually an ad 
vantage in that it discourages los 
of time on these operations! 

bottled 


$2-ounce 


i-l Pp ana Pru-Ade are 
as well as Nichol Kola i 
and private label flavors 


n 7- and 32-ounce 


ERIE PERSONALITIES ... 

Top — Father-and-son combina 
tion, Edward J. and John L. Spa 
raga. operate the Crown Bottling 
Works. producers of Squirt. Dad's 
Root Beer, Cheer Up. and a line 
of flavors. They hope to be op 
erating in a 
plant sometime next year. Below 

Herman J. Angert, bottler at the 


Golden 


Eagle 


new. much larger 


Beverage Co. 


ranks among the oldest industry 
employees in the country. He's 
78, started working with Golden 
Eagle in 1911. 





second-oldest plar 


been established about 1888 a 


or Bottling Works. It 


the present 


Herbert Gold 


company and 


tather, 


ownersnly 


is presid 
Meve1 


manag 


Id Hermar 


ranks amo! 


emp 


oves 


some 


A range of flavors is bottled, all 
under private label, and the plant 
also has a steady demand for siphon 
bottles. Soda tanks are also filled. 
The siphons are sold in cases of ten 
at $1.25. The regular bottling is ir 
7, 12, 24 and 32-ounce sizes. 

Coca-Cola Bottling Co. was estab- 
lished in 1912 as part of the Cleve- 
land, Ohio, operation. It became a 
separately-owned corporation in 
1922, and the present management 
stepped in during 1928. Joseph A 
Minnaugh is president; James F 
Minnaugh, vice-president ; and Paul 
V. Minnaugh, treasurer of the cor 
poration 

The plant does not compare visu- 
ally with the standards of exterior 
beauty that are typical of most 
Coke plants 
Bottling 
menced bottling in 1916, with John 
His son, Ed 


ward J., became owner of the plant 


Crown Works com 


L. Sparaga as owne1 


in 1936. Ed is an aggressive, for- 
ward-looking merchandiser with a 
great willingness to cooperate in 
programs for the betterment of the 
industry. He hopes to have a new, 
much larger and more accessible 
plant sometime next year 
Squirt, Dad’s Old Fashioned Root 
Beer, and Cheer Up are the fran 
chise brands bottled in small and 
large sizes; and five flavors are put 
ip under private label in 7 and 32 
S1Zes 
Co. Was orig 
inally established in 1930; came ut 
der the present ownership of broth 
ers Edward, Eli and Dominick Ber 
arducci in 1945. Late in 1947, they 
moved to a new plant location (see 
photo) which is as attractive as any 
ndustry plant in Erie 
After the new plant was opened 
Frostie Root Beer and Nesbitt fran 
chises were taken on in addition to 
the plant's private label flavors. The 
three brothers conduct all of the 
themselves, except 
during the summer months helpers 
are employed on their two trucks 
Pe psi-( ola Bottling Co., undoubt 
edly Erie’s largest operation, com 
Principal of the 


Rothstein,who als 


menced in 1936 
firm is 


operates in Wilkes-Barre, Pa. Leon 


sarne \ 
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FASTER FLOW 





HI-SPEED CROWN OLD-STYLE CROWN 


This diagram shows how the burr Burr is on underside of the 


on skirt edge has been removed skirt where it causes more fric- 


from the underside of the crown. tion, snags, and shutdown time 


ARMSTRONGS CROWNS 


WEST COAST REPRESENT 


PACIF AVE 


October, 1950 


WITH ARMSTRONG’S 
HI-SPEED CROWNS 


There's a good reason whi you 

get faster flow on the bottling line 

when you use Armstrong's Hi-Speed 

Crowns. These crowns have no bun 
on the underside. 

This exclusive construction means that you 
have less friction on high-speed lines. You get 
considerably fewer hang-ups in crowner chutes 
less dust in crowning machines. With the burr 
removed, these CcTOWHS are scratched and marred 
less in handling, in transit, and in crowners 

If vou're interested in faster flow on your lines 
and a more efficient crowning operation all 
around, you'll certainly be interested in Arm 
strong’ Hi-Speed Crowns. These crowns are 


available now . at no extra cost. For further 


information, write Armstrong Cork Com 
pany, Glass and Closure Division, 6310 ® 
Prince Street, Lancaster, Pennsylvania 


THERE'S A SOURCE OF SUPPLY 
NEAR YOU 


T. SAN FRANCISCO 3 ALIF 


TH AVE. NORTH SEATTLE 9 WASH 








Koffler is plant manager. Terri 
torial coverage of the plant, which 


originally extended as far as Buf 


falo, N. Y., was substantially re 


duced during the war and does not 


appear like ly to be increased 


In the spring of this year, Pepsi 
* was introduced, making this line 
comparable in sizes and pricing 
structure to Old Fashioned Ma‘s 
Root Beer which it puts up 
7- and 12-ounce sizes (as well as a 
2-ounce bottle 1-Mor is bottled, 
ind a wi ange of private-label 


flavors in‘ 2 and 32-ounce pack 


Co started 
came under the present 
»of Kenneth Haught aft 

il difficulties 1941 
bottles 


Nehi flay 


e, and 32 


Although there are no immediate 
xpansion plans I Nehi plant is 
ilmost the only on n. Erie with 
idequate interior space and a large 


idjoining outside area available for 


war plants still 
Commencing in 1941 
partner, Felix Kopkowsk 
ole owner in 1947. He 


label voods onl 


PROMOTION TECHNIQUES 
Top—Store sampling. with a spe 
cial booth, helps build consumer 
acceptance for Rola Bottling Co 
products. Below—Mehler Bottling 
Works erects big displays which 
serve as reminders to consumers 
to stock up its products—7-Up 
Tru-Ade and Nichol Kola. 





if “package car” bodies on the 
trucks instead of the types more 
conventionally used in this indus 
try, but Southworth asserts that the 
front and rear access makes them 
very convenient, and that they 
surely look better in city work. Ca 


pacities range from 90 to 135 cases 


Rola Bottling Co. of Erie started 
in July, 1948. This is owned by 
Matthias Rothstein, brother of Bar 
ney Rothstein, head of the previ 
ously-mentioned Pepsi-Cola Bot 
tling Co. Henry Sovzlordo is plant 
manager. Matt’s chief ambition is 
to commence franchising Rola fia 
vors which he is developing with 
the aid of his wife, a skilled and 
competent flavor chemist Elever 
flavors are bottled in &- and 382 
ounce size, including Rola-Cola and 


Rola-Pinky, a lemon drink 


Canada Dry Bottling Co. of Erie 
also commenced in July, 1948, as a 
distributor supplied by Pittsburgh 
By December, 1948, its bottling 
plant, prettiest in Erie, was ready 
William A. and Paul B. Root and 
their wives are partners in this 
firm, which bottles and complete 
Canada Dry line in all sizes, includ 
ing Spur and Hi-Spot. In June 
1950, the price of ginger ale, spark 
ling water, and Tom Collins Mix 
quarts was raised from $1.25 to 
$1.45, and only three accounts are 
reported to have been temporarily 


sa result 


industry factors 

ally a club Steward, Adams took o1 
distribution of Saegertown Spark 
ling Beverage Co. quarts in May 

1949, and a little later added a 6 
ounce chocolate drink made by John 
Kohlmann at Beaver Falls, Pa., 110 
This, incidentally, is 
only chocolate drink on the Eri 
market Adams operates one truc hk 
does most of his business witt 
lubs. He has already found that he 
an't distribute beverages and do 
other work, and that employes 
is efficient as he himselt 

As this was 


looking for a 
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Under the guidance of J. B. Maher, the Seven-Up 
lowa Company has enjoyed a sound growth over the 
years On operations in five states, Mojonnier Carbo 
Coolers help plants of the Maher organization pro- 
duce annually millions of cases of uniform Seven-Up. 


The Mojonnier Carbo-Cooler cools and carbonates 





either water or mix simultaneously over smooth stain 

less steel plates in minimum floor space and with 

minimum operating parts. Bulletin 181, describing the 

complete line of Mojonnier cooling and carbonating 
‘ equipment, sent on request 





MOJONNIER BROS. CO. 
4601 W. OHIO ST., CHICAGO 44, ILL 


n the plant of the Seven-Up Bottling 
Mo 


Mojomnier CARBO-COOLERS 


ALSO SYRUP COOLERS AND WATER COOLERS 


America’s Leading Line of Stainless Steel Cooling and Carbonating Equipment 














™ Al -Famsly 
—— Drink’ 


So puré...So good... So wholesome 
Jor everyone! 


Since its introduction 
in 1930, 7-Up has 
made a national 

sales gain 
every single year! 





Jour lke 1... 
Wi “KOS you! 


THE SEVEN-UP COMPANY 
St. Louis, Missouri 
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PROTECT | 


YOUR PLANT | 
and EQUIPMENT | 
against 
CORROSION 


USE DEL COATINGS— 


on BOTTLE WASHERS, SOAKERS, FILLERS, 
TANKS, WALLS, CEILINGS, and FLOORS. 











Unaffected by Moisture, Condensation, 
Strong Alkali Cleaning Solutions, Lactic 
Acid, Fruit Acids, Milk, Sugar, Beer, 
Alcohol, Caustics. 





Wide Variety of Colors 


From PRIMER to FINISH COAT USE DEL and Save 
Time and Money. 


Call or Write 


DAVID E. LONG CORP. 


220 East 42nd St., New York 17, N. Y. 
Tel. MU. 2-8598 





Nifty, Jor 1950 


The Beverage America has been waiting for 
You'll be enthusiastic . . . you'll be excited 


CREME-O about the absolute deliciousness of NIFTY 


Fruit Flavors. They'll open up new business 
for you. Order a trial gallon of 
each . . . and see for yourself! 


PINEAPPLE 


The carbonated Choc- 
olate Drink with the 
million dollar favor— 


Packed with ripened pineapple-flavor. 
Tremendously popular. A 1-16 con- 
centrate. 


BLACK CHERRY 


A sensational honest - to - goodness 
Fruit Flavor made from real fresh 
cherries. 4 oz. Product. 


BLACK RASPBERRY 


Terrifically popular because it's made 
@ from delicious fresh berries. 4 oz. 
Product. 


Consumers and dealers 
agree it's the nation’s 
taste sensation. See us at 
hooth 933 at the National 
Beverage Exposition in 
San Francisco on October 3 
30th. Franchises in cer- 
tain areas are available 


BOTTLED UNDER YOUR OWN NAME — IF DESIRED 
@ CROWNS AVAILABLE 
@ BOTTLES AVAILABLE © ADVERTISING AVAILABLE 


SALIENT FLAVORING CORP. Sst 


Globe Bottling Co. 
1711 Daly Street 
Los Angeles, California 











October, 1950 








64 


Why “blow your top over high deliver Y costs? 


witch to economical 


vob Rated 


Are high delivery costs bottling up your profits? 
If so, you need trucks that fit your job. You need 
Dodge “*Job-Rated”’ trucks! 


Because they are ‘‘Job-Rated,’’ Dodge trucks will 
save you plenty on gas, oil and upkeep. From 
engines to axles, every chassis unit will be sized 
right for hauling your cases at lowest cost. 


POWER: . 
Job-Rated” tor PLUS power 


ECONOMY: . . 
“Job-Rated” for dependability 


BIGGER PAYLOADS: ... 


EASIER HANDLING: .. . 


. 8 great truck engines—each 
. Priced with the lowest 
and long life 


carry more with 
out overloading axles or springs because of 


“Job-Rated” WEIGHT DISTRIBUTION 


sharper turning! 


7] trucks 


What’s more, Dodge trucks are ‘‘Job-Rated’’ to 
carry bigger payloads. This means that you can 
haul more cases on each trip. 


And that’s not all! Take a good look at the list of 
Dodge ‘*-Job-Rated”’ truck advantages below. Then 
get the whole, money-saving ‘‘-Job-Rated’’ story 
from your Dodge dealer today! 


Parks in tight places. ‘Job-Rated"’ maneuver- 


ability. 

COMFORT: . . . widest seats windshield 
with best vision of any popular truck. Air- 
cushioned, adjustable “chair-height” seats 
SAFETY: . . . finest truck brakes in the 
industry hand brake operating independ- 
ently on propeller shaft on a// models—'2-ton 
and up 
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This sip 
holds your 


reputation... 
and ours! 





We're sure of ours . . . are you equally 
confident? We know that Virginia Dare, 
famous for flavor since 1835, produces 
the consistent quality flavors that America 
loves and comes back for. We know too 
that if you feature Virginia Dare's bever- 
age flavors, your soda's reputation will 
stand up under the most critical appraisal 

. will sell well in the toughest markets. 
Now with the entire beverage industry's 


attention focused on the growing struggle 








Are you satisfied with your 
Ginger Ale? 


Try VIRGINIA DARE GINGER 
ALE No. 100. A vintage Ginger 
Ale that really sparks your Ginger 
Ale sales. Ask your Virginia Dare 
representative or send for sam- 
ples. 
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for market domination, you should study 
carefully every element of success. That's 
why you owe it to yourself to learn all 
about Virginia Dare's quality beverage 
flavors. We feel sure of our reputation. . . 
we want to help you make sure of yours. 
And to build and maintain a name for fine 
sodas... we strongly suggest that you try 
Virginia Dare flavors .. . the extra appeal 
that pays off in that first sip, on which 


reputations are built. 


EXTRACT CO., Inc. 


Bush Terminal Building No. 10 


Brooklyn 32, New York 
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in the 
land 
of the 


/\ 


Matterhorn 
i's 


G 
~ mae 


TRINK 


6“ . : 
en vente : : G alee 
Coca-Cola glace” 


In Switzerland, where winter 
& _ é sports are part of national 
° life, Coca-Cola awaits the sportsman 
- at scores of Alpine refectories. Like thirst, Coca-Cola 
knows no season. It's a favorite, summer or 
winter—in Alps or Alleghenies, with 
those zestful people who, when they play, 
like to play refreshed. 
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PLAN 
NOW 


to install 


an 


EVANS 


Automatic 


HEATING 
UNIT 


@ in laying plans for your 
plant’s betterment, installation of 
an Evans Automatic Heating Unit 
should come FIRST. This modern 
method of maintaining washer so- 
lution temperatures AUTOMAT- 
ICALLY is one of the greatest 


advancements in bottling history! 
7 
We'll See You at the 
A.B.C.B. CONVENTION 
San Francisco 
Oct. 30 - Nov. 2 
Visit Us at 
BOOTHS 123-124-125 


4 
4 
+ 
4 
4 
4 
: 
4 
4 
4 
4 
4 
. 
. 
4 
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Your Evans will 
pay for itself 
many times over 
in savings! 


Saves 
Operating 


Costs 


@ SAVES the space necessary for the conventional 
boiler, and the high maintenance cost and nuisance of 


boiler operation. 


@ SAVES 50‘: and more on fuel cost over former 
methods ... and gives you a cleaner, more sanitary 


plant. 


@ SAVES money, saves time, saves labor, saves 
trouble, saves insurance! Just light the Evans Unit 


and forget it! It is completely automatic! 


Send For Our Booklet 
“THE CALORIFIC IS TERRIFIC” 


and Names of Users Near You! 


Manufactured by G. C. EVANS SALES COMPANY, Little Rock, Ark 




















See these— 


“Fal 99 
Products 


on display at our 


BOOTH No. 969 (balcony 


at National Beverage Exposition 


STAINLESS 
STEEL 
SMALLWARE |; 


Batch cans, pails, meas- 
es, funnels 


riety of sizes and types 
fer your syrup room. 


7 

_ SYRUP FILTERS 
Sanitary construction - in 
which capacities can be va- 
ried by adding or removing 
plates. ed with filter 


r cloth, or as- 
estos pads. 





WATER POLISHER 


The “‘Common Sense'’ Disc Filter 
is designed to give your water the 
sparkling clarity you require for 
our beverages - at a low cost. 
Utilizes filter paper, cloth, or as- 


| STAINLESS STEEL 
TANKS 


For storing and mixing your syrups. 
Sanitary construction - Vertical, hor- 
izontal and squat types. Standord 
tanks and special designs. 














if you do not plan to attend 
the National Beverage Exposi- 
tion, write for literature and 
further information 











Other “FILPACO” Products 


Portable Agitators, Sanitary Transfer Pumps, Stain- 

less Steel Measures, Sanitary Fittings, Tygon Tub- 

ing, and Conveyors, Filter Paper, Filter Cloth, 
Asbestos Pads. 


The FILTER PAPER CO. 


2414 S. Michigan Ave. 
Chicago 16, Ill. 























ASONS 
OLD FASHIONED 


of - ROOK SAY 


All Over The Nation 


is MASON’S 


Iu MIAMI 
SEATTLE 
OMAHA 
WASHINGTON, D. C. 
DETROIT 
SACRAMENTO 
NEW HAVEN 
DALLAS 
ALBANY 
NORFOLK 
MINNEAPOLIS 
SAN DIEGO 
ST. LOUIS 
SAN ANTONIO 
INDIANAPOLIS 
PHOENIX 
ST. PAUL 
CINCINNATI 
DENVER 


. and hundreds of other markets— 


MASON’S 
Old Fashioned Root Beer 


Sets the Pace in Root Beer Sales 


Ask Any 
Mason Boftler 


MASON & MASON 


213 N. Desplaines St. Chicago, Illinois 


Territories Available 
Write - Wire - Phone 
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See The Radically Different—Radically Better 


LADEWIG WASHER ‘At The Beverage Show 
BOOTH No. 803 


THE NEW STERILETTE 
Also on display for the first time — the new 
STERILETTE — providing a fast, easy, practical 
and economical way to clean bottles soiled with 
rust rings, paint, tar, cement, etc., that are not 
cleanable in standard bottle washing equipment. 


October, 1950 


Yes, the Ladewig Double End Bottle Washer 
is radically different — radically better. You 
have to SEE its many exclusive features before 
you'll fully appreciate why it assures you 
MORE and CLEANER bottles per hour — per 
dollar! If you can’t see it at the A B C B Ex- 
position in San Francisco — write us for the 
name of a Ladewig user near you. Every 
bottler who owns a “Ladewig” is proud to 
demonstrate its fast, smooth, quiet, efficient, 
and economical operation. 
Also send for the 30-page, fully illus- 


trated book — “The Ladewig Washer 
— and Its Advantages To The Bottler.” 


Archie Ladewig Co. 
DEPT. N * WAUKESHA, WISCONSIN, U.S.A. 
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ONLY ZEPHYR BODIES 


OFFER YOU THESE 
PROVEN ADVANTAGES 


Zephyr Bodies are all steel, built of rust-re- 
sistant hi-tensile steels. Designed with slider 


rail open rack construction. This reduces 





bottle breakage — lengthens case life — 


eet 

: : ? speeds up loading and unloading. 
; Zephyrs offer you hinged and sliding doors 
3 IN BOTTLES that are hazard free. New Pallet bodies 


with removable steel rack pallets for auto- 


matic loading and unloading. 


Write Today On Your Immediate Require- 
WRITE FOR 


FREE CATALOG 


SPECIALTY ENGINEERING CO. Allegheny & Trenton Aves., Phila. 34, Pa. 


ments. 


Berghausen’s 


CARAMELS FOR ALL PURPOSES 


(Acid-Proof or Foaming) 


COLAS @ ROOT BEER e@ OTHER BEVERAGES 


Standard QUALITY for 87 Years! 


™™°E BERGHAUSEN CHEMICAL c. 


ee ek ee ee ee 
CINCINNATI 32 ¢ QHIO 
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BOB’S-COLA C0., Inc. 


PURCHASES 
MONARCH MFG. CO. 


OF ATLANTA 


You! the Famous Line of Bob's-Cola 


and Swanee Flavors Plus High 
Quality Monarch Flavors!—All Available 
To You From One Source! 


One of the Biggest and Best Lines of Extracts in the Country: 


GUARANTEED PROMPT SHIPMENT BOB'S-COLA & SWANEE FLAVORS 

ON THESE FAMOUS MONARCH ARE PROVED MONEY 
NAMES MAKERS 

NEW YORKER JO-JO CHOCOLATE 

CASCADE SWANEE CHOCOLATE 

ESQUIRE ORANGE 

TOWN HALL GRAPE 

ESCORT GINGER ALE 

MINGO CREAM SODA 

OLD HARVEST SHAMROCK 


+ + + + + H HE 


Address All Orders To: 


' Office & Factory 
r7 rc 517 STEPHENS ST. S.W. 
ay M ATLANTA, GA. 


P. O. BOX 68, STATION A Also Branch Office & Factory 1127 S. BECKLEY AVE. 


Address all replies to: 
ATLANTA, GA. DALLAS, TEXAS 
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This Business 
Good “Form” 


An easy-to-use set of busi- 
ness forms is helping this 
bottler achieve real sales 
management control. 


Varna 
Bath make 


soure 


La lea Thee Ts Toa Laon Tahaan / 
t Reunegy _ > 
PH wane as it seems, the “wena Tam hap pay 
of competition is often “low 


in the analyses of sales records a TTT yw 


This is not to sav that competit 
Ss very tar trom the ale 


iger’s mind, if he is alert 1 iene Tes MER ne ine rens Co E 
often his long pourings over fig ase Siomrsviile taj Be in ls 
MME Tos Laon Lane ee ome 

and graphs serve to mas i ue eS Siem : ee 
mds that rivals : il t to mak F Bo great at ee Ts , mat hep 
i Merrahh Sih4 Co due e ceRRS / 

are already 

' ; os In this example of a Kardex slide. the sales manager made marginal 
when norma seasonal deciines notes as emphatic reminders to the salesmen. Comments and instructions 
can thus be given. as well as up-to-the-minute data on sales-to-quota. 
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“STILL SKEPTI 


ABOUT WET-PROOF 
LABELING GUMS 


Let's talk facts, not fancy. We've fully production-proved 
a casein-base labeling gum that's really uniform. 


IMPERVO 44 is more than wet-proof. It will withstand tepid water 
(70°F) less than 5 minutes after the bottles come off the line, 
and will produce a tearing bond after 2 weeks immersion! 


IMPERVO 44 yields terrific mileage. Only a thin film is required 
for efficient operation. Actual production figures show 

that more than 2,000,000 bottles can be labeled front and 
neck with one fifty gallon drum. 


IMPERVO 44 assures uninterrupted operation. 

It machines cleanly. No webbing, smearing, wiping. 

It permits immediate nesting. Fast tacking prevents label 
slippage. It is versatile. Equally efficient on warm or 
wet bottles; smooth or stippled surfaces; odd shaped 
containers, heavy or varying stocks and foil. 


We can easily prove to you — as we have 
already proved to a great many bottlers 

that any type of labeling that must 

withstand wet hands, condensate, refrigeration 

or immersion — can best be done with IMPERVO 44, 


Address: 270 Madison Ave., NEW YORK 16; 3641 
Washtenaw Ave., CHICAGO 32; 735 Battery St., 
SAN FRANCISCO 11; and other principal cities. In 
CANADA: National Adhesives (Canada) Ltd., 
TORONTO and MONTREAL. In ENGLAND 

National Adhesives, Ltd., SLOUGH 


So. 


a ih a 
“Sihpnt 


@ 


ADHESIVES 


EVERY TYPE OF ADHESIVE FOR EVERY 


1950 


INDUSTRIAL 


CAL?” 


USE 








hide the grim truth that another 


. _ i , ye? bese A a brand is more responsible for the 
DY NA ORK DRIVE MAKES ‘ : declines than are eae ie 7 
BETTER CLARK CARLOADER® 7 


current circumstances 

Obviously, some basis of com 
parison is needed: an index that 
moves with conditions, projecting 
itself for the guidance of the sales 
manager. The ease with which just 


such an index can be had is often 





shocking to management which has 
depended on impressions for knowl 
edge of what the other fellows are 
deing. This index c be con- 
structed from facts which are avail 
able 

However, they are usually not 
readily available, being dispersed 
in sales records, special reports and 
in files. The creation of the sales 
control record is simply a matte? 
of centralizing and consolidating 
this existing information 
ER from forward to reverse To be frank, there are degrees 


IT DOES MORE WORK! * an Pocsaxpat open ta a 


record can » made to fore 





cast, and thus to guide manage 


CASIER! FRI | to operate than your car ment in determining whether its 
; segment 1 market is increas 
IT DOES MORE WORK! “"* tas addi. sabe ia! eral Sd 


a competitor 





BEIT BETTER! IT DOES MORE WORK! "| le ponte Mink ie wos fs 


This combination of CAR | \ progress ol or 


LOADER ‘and DYNATORK | r sales efforts. Being in 


DRIVE constitutes a for rea nably steady demand, analysis 


HERE'S A COMBINATION DESTINED TO MAKE siti dite: WF eutatidanen ss oak aa, Se a ime lke 
MATERIALS HANDLING HISTORY— ihisiininhin' te tin tatinaes 


of Materials Handling 


variations in the 


e The husky and versatile gas-powered Carloader You'll want to know all 
fork-lift truck of 3,000-, 4,000- and 5,000-Ibs.-capac- about it. A Clark bulletin 
ities, has done more than any other one model to will bring you the facts in 


. - cord wil ld ou 1) an 
establish Mechanized Materials Handling as essen- weaveniont tora, Wilke tes record will yield) guidance, ma 


for the facility 


such a ales control 


tial to modern high-speed, low-cost production it or deanly (0 in he iyement m IV inrelenting at 
vat efficier 


coupon and mail it 
e@ The revolutionary Dynatork Drive cuts deeply into 


handling costs by increasing as much as 20 per *Trade Mark Reg. U. S 


to the contro 


ecord 


cent the amount 
of work a fork ee — ; 
truck can do. Ut fe N , "0 Setting ‘“Realistic’’ Quotas 


transmits engine 





power to the drive A in Mner wt vv, : ! ke the case of the Golden ‘slow 

wheels by magnetic ‘ : : : Bev nt ompany, beer and soft 

induction, through irers and distribu 

5 

an air gap no California 

clutch, no conven- i 
: . . “B installed Kardex 

tional transmission 

INDUSTRIAL TRUCK DIVISION + CLARK EQUIPMENT COMPANY + BATTLE CREEK 121. MICH 4 mntrol Records,’ M. Ringler, 





It's unique because 
it does not have to ia Rises het ees “eibab — vrie of Golden Glow, says, “the 
be brought to a stop 


before reversing. 


quo 
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This system is easy to use, always 
in order and quickly maintained by 
office staff. 





tus from a mass of delivery slips 
was a tiresome job—-and when we 
finished, we were never sure that 
the quotas reflected the real situa 
tion in each dealer’s case. We had 
no basis for comparison, and ne 
readily available history of this o1 


that dealer's past performance.’ 


By nstalling the new = system, 


Mi Ringler established, almost 
overnight, everything that he felt 


Vas lacKIng realistic basis for set 


ting up quotas, bases of compari 
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A CHECK LIST FOR SALES MANAGEMENT 


What every sales manager in the beverage field should 
know would be contained in the complete answers to the 15- 
part sales control check list offered by Remington Rand systems 


and methods research specialists. Here is the list: 


1—Who are your customers and prospects in each territory? 


2—What week (or month) did your salesman last call on 
each customer and prospect and the results of each call? 


3—When did each customer last buy; the amount of last 


order? 


4—Which customers are buying the complete line? 


5—What customers have been added during the last month 


(or quarter)? 


6—Which old customers have stopped buying; why? 


7—Which accounts are unprofitable to sell? 


8—Have you fast, accurate credit authorization for each 


account? 


9—What are total requirements of each customer and 


prospect? 


10—What percentage of each customer's requirement or 


potential do you sell? 


1l1—What are salesmen’s sales-to-date as compared to 


quotas? 


12—What are sales (by salesmen or account) for the past 12 


inonths, as compared to the annual quota? 


13—What are the month-to-month sales trends—by salesmen, 


territory and product? 


14—What territories are too large for one salesman; too 


small? 


15—Which salesmen are neglecting to use advertising 


support? 


WHERE TO GET SALES CONTROL ANSWERS 


A few simple records—some of them by-products of book- 
keeping and office routines—will provide the sales manager 
with an abundance of material for analyses purposes. Here 


are some source suggestions: 


1) The INVOICES, to tell: 


a) Who bought? b) When? c) How much? d) Which 


products? 


2) The ACCOUNTS RECEIVABLE LEDGER, to tell: 
a) Who buys regularly? b) Irregularly? c) Increasingly? 


d) Decreasingly? 


e) Who pays promptly (discounts)? f) Promptly (net)? 


g) Slowly? 


a) Who is seen frequently? b) Occasionally? c) Seldom? 


e) Who is told the full story? f) The highlights only? 


h) What are the annual requirements of each account? 
i) What percentage of these requirements is sold to each 


3) The CALL REPORTS, to tell: 
d) Never? 
a) Little or nothing? 
account by your competitors? 
4) The INQUIRIES, to tell: 


a) Who cares enough to want more information? b) To 


see a salesman? c) To buy your products? 

















NEHI 
DISTRIBUTING 
co. 


920 Folsom St. 
San Francisco 


SHASTA “MEYER DUMORE 
WATER BOTTLE 


COMPANY CLEANER" 
699 Brannan St. 
San Francisco 


**MEYER DUMORE 
BOTTLE 
CLEANER" 


SEVEN-UP 
BOTTLING CO. 

100 Rickard St. 

San Francisco 
**MEYER DUMORE 

BOTTLE SEVEN-UP 
CLEANER” BOTTLING CO. 
6505 San Leandro St. 
Oakland 


“MEYER DUMORE 
PEPSI-COLA BOTTLE CLEANER" 


BOTTLING CO. ‘“‘DUMORE JUNIOR 


640 Valencia St. BOTTLE 
San Francisco CLEANER" 


“MEYER DUMO 
BOTTLE CLEANER" 





*““MEYER DUMORE 
SYN-CRO-MIX 
FILLER" 








BELFAST 
BEVERAGES, INC. 
640 Valencia Street 
San Francisco 


“MEYER DUMORE 
BOTTLE CLEANER" 


COCA-COLA 
BOTTLING CO. 


1500 Mission St. 
San Francisco 
“4 MEYER DUMORE 
BOTTLE 
CLEANERS" 


COCA-COLA 
BOTTLING CO. 


1340 Cypress St. 
Oakland 
“2 MEYER DUMORE 
BOTTLE CLEANERS" 
2 DUMORE 
SYN-CRO-MIX 
FILLERS" 


CHAS. E. 
HIRES COMPANY 
695 Minnesota St. 
San Francisco 


*““MEYER DUMORE 
BOTTLE 
CLEANER" 


YOSEMITE 
BEVERAGE CO. 


PEPSI-COLA 1501 Harrison St. 
BOTTLING CO. San Francisco 
3521 Chestnut St. ; ‘“‘DUMORE BOTTLE 
Oakland CLEANER" 
“MEYER DUMORE DUMORE JUNIOR 
BOTTLE BOTTLE | 
CLEANER" / CLEANER 





PIONEER 
BEVERAGES 
343 Tenth St. 
Oakland 
*“*MEYER DUMORE 


BOTTLE 
CLEANER" 































MEYER 
DUMORE 
BOTTLE 
CLEANERS 










MEYER 
SYNCROMETER 





Cut Costs 


with MEYER 


BOTTLING EQUIPMENT 
for more profit 














THE 
MEYER 
DEAERATOR 


MEYER DUMORE 


SYSTEM 


The Meyer Syn-Cro-Mix System automat- 
ically delivers a beverage that is always 
in the correct proportions and that is 
thoroughly mixed for uniformity, because 
“every drop is always the same". You 
can use the Syn-Cro-Mix system for all 
kinds of carbonated syrups and for pulp 
drinks as well. 

You produce a better beverage in a 
more sanitary way when you are filling 
bottles that are thoroughly clean with a 
product that is constantly uniform. The 
best way to guarantee this is to install the 
complete line of Meyer equipment—Meyer 
Dumore Bottle Cleaners, Meyer Dumore 
Fillers and the Syn-Cro-Mix System 

For complete details, write for BULLETIN 
SY126 





a PW, 
YER 


DUMORE 
FILLER 


CUDAHY, WISCONSIN, U.S.A. 
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AIDS HIRES PROMOTION 


Supporting its current tie-in pro 
motion with square dancing, the 
Bottlers Urged to Bid for Charles E. Hires Co. recently ar 
ranged for Chris Sanderson, left 
author of the “Hires Square 
Dance Book” to be interviewed 
by Rudy Vallee. screen and radio 
star, on the latter's program over 
the Mutual network. During the 
interview, Rudy urged his listen- 
ers to write him for compli- 
mentary copies of the Book. 


Army Business 


Qluartermaster procureme 





Vrank Tims 


Frank Tims, owner of the Dr 


Pepper-Grapette Bottling Company 


Newport News, Virginia, died 
26 from injuries sustained 


automobile accident on Au 


manager of the 

r Company ot 
Carolina, died 

Hutch 


ade. The Chica 


Yepot at 119 We 


J Bidon, co-owner and 
Seven-l p Bot 
Grand Forks 
10. Mr. Bidon 


harles W. Akers 


W Akers, 70 president 
\kers Manufacturing 


Min: passed 


lowa, Mr. Ak 

neapolis during the 
lived there 

the Penritt 

f bottlers’ xX 


n officer 











THERE’ SA ry pootlle Master 


Regional Office near YOU! 


e To expedite your order 








“ATLANTA PAPER COMPANY 


PAPER BAGS COMMUGATED BOXES * FOLDING CARTONS  SPECIA 
SOMO SUPPLIE iene TOWELS - TWINE = TOILET TISSUE 


™~ ES 


ATLAN TA PAPER COMPAN > 


ATLANTA, GEORGIA 


October, 1950 








Needle Sales Effort 


A simple plan which rewards effort and appli- 
cation sparks the sales program of this bottler. 


ises 1s to serve as an Incentive 
for the men to Stay on 

Then Mr. Carter arranged pri 

ary and secondary half-year sales 

of reasonable proportions If 

the first is reached, the bonuses 

are doubled, and pay off on the 

if the second 

nd higher sales quota is reached, 

yoes to 3c a Case 

Still other incentives involve at 

ast a week's vacation for the men 

been with the com 

The inspirational 

ves Is secured by 

n their birthdays 

routes are arranged to provide 

ith equal opportunities, 

The relative sales positions of the routemen are posted daily. Examining 


‘ scored on their sales 
the standings are Salesmen Tom Evans and James Worthington and 


Route Supervisor Neil Cardwell (center) nd the results posted 


bulletin board. The 





imulates the highest 


blamed Th> sales slips and route records 

provide the data needed for the in 

centive program. Owner Clifton C 

straight commission pla ninet en ( t nu Carter and Route Supervisor Neil 
Cardwell do a bit of checking. 
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if you want your beverage 
packaged for consumer appeal 


-.. and want faster sales 
and speedier returns 





GLENSHAW GLASS CO., Inc. - - - Glenshaw, Pa. 
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How was your business 
This Summer? 


(How will it be Next summer ?) 


I'° TIME now to take a look at your case turn- 
over for the season. 


SPECIAL TY Take a good look at your turnover per outlet. In 
i how many of them was it big enough to get you 
Sauctary over the break-even point? 

Centrifugal Pumps Chances are — you're going to be looking for a 
way tO sweeten up your picture. And there’s no 
better way than to be working with a flavor line 
that gets customers and keeps them: Bire-ley’s. 

Bire-ley’s Fruit-Flavor Soft Drinks are non-car- 
bonated. Parents approve them for children. Older 
people like the non-carbonation feature. You have 
a bigger potential market to begin with—and much 
less competition! 

Bire-ley’s Drinks are pasteurized. You can’t bottle 
higher quality drinks than Bire-ley's orange, grape, 
grapefruit, pineade, and berry. 

In cartons of mixed flavors they get volume 
turnover! Bire-ley’s mixed-flavor cartons have 
“flash’’. Display appeal. People buy them for 


the convenience of getting several flavors in 
one carton. 


SPECIALTY 
| Sanctary FITTINGS 


Want to get in on this? 


We'll provide you with able assistance in your 
plant...on your routes...and in your advertising 
and merchandising. So—for a better next year — 
let's talk it over 

Write: Bireley’s Division, General Foods Cor- 
poration, 1127 N. Mansfield Ave., Hollywood 38, 
Calitornia 


Bireley’s 


Division General Foods Corporation 





National Bottlers’ Gazette 


EES eS eT aT 








score for the year earns a week’s 
expense-paid trip to St. Louis for 
the annual Seven-Up Developer's 
Meeting. Scoring is simple 5 
points for first place, 3 points for 
second, 1 point for third and a 
big zero for the also-rans. The 
equality of the routes greatly fa 
cilitates competitive contests held 
at regular intervals, which are used 
to widen distribution. Finally, to 
cover any loopholes, a general 
award is open to any salesman, re 
gardless of his standing, for sug 
gestions and ideas which benefit the 
company. Two gifts of Wearever 
aluminum sets, worth at least $100 
each, have been won in the last 
three years. The company values 
the winning suggestions at two 


thousand dollars 


The Results 


That is the general plan. The re 
sults of this expense and effort 
show up in twenty-two months of 
consecutive increases in business 
over the corresponding months of 
the year previous, totaling a 28.7 
increase in 1949 over 1948 volume 
Mr. Carter also reports a 21 in 
crease for the first half of 1950 
over the same period in 1949. Both 
he and his men are delighted with 
the whole arrangement and he has 
even more comprehensive plans for 
the future, including hospitaliza 
tion and pension benefits, as well 
as a profit sharing plan. The men 
are presently accruing credit in 
their favor; each year’s employ 
ment gives them one share in the 
pool that will be made up each year 
after this plan goes into effect 

Incentives in sales work pay off 


this case history proves it 


Packaging Exposition Attracts 
Western Bottlers 

Bottlers from several Wester! 
States attended the Third Wester! 
Packaging & Materials Handling 
Exposition held in the Civic Aud 
torium, San Francisco, Calif., Au 
rust 16-18. The show was staged 
in conjunction with a two-day con 
ference on pat kaging, pac king, ship 


ping and materials handling 
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Dollars for Michels 





ME ssw Orange Bottling Co., 


Wichita Falls, Tex., is giving away 
silver dollars for consumers’ nick 


els 


This strange bit of financing ac 
tually is part of a new merchandis 
ing program aimed at building vol 
ume and winning friends. And it’s 
doing just that! 

The brainchild of salesmanager 
Wallace 


officially known as the “Silver Dol 


-liler the promotior 1s 


ar Campaign”, and centers around 
a young lady of pleasing appear 
ince and selling personality “Miss 
Mission.”” Miss Mission circulates 
through Wichita Falls and sur 
rounding towns in a panel truck 


well decorated with Mission adv 


tising, and carries with her an on 
dinary metal bucket filled) with 


silver dollars 


Stopping at homes, selected at 
random, she asks the occupants 
whether they have a carton of Mis 
sion Orange or other Mission bev 
erages on hand. If they can show 
a carton, “Miss Mission” buys it 


from them, gives them another cat 





ton tree, and allows the person 
answering the doorbell to keep all 
the silver dollars he or she can re 
move from the bucket with one 
hand (ho scooping fingers held 
straight down). The merchant from 
whom the original carton was pur 


chased receives an award of $5.00 


This has helped gain active dealer 
support of the campaign 

Naturally, no one in the Wichita 
Falls area wishes to be deprived 
of the privilege of dipping into 
the bucket of silver dollars when 
“Miss Mission” calls. The net ef 
fect, therefore, has been a greatly 
increased demand for Mission bev 
erages in cartons. 

According to Mrs. Bess Curren, 
owner and general manager of the 
Mission Orange Bottling Company, 
the dramatic features of this cam 


paign have brought a great deal 


of free publicity and invaluable 


word-of-mouth advertising. In ad 
dition to stimulation of consumer de 
mand, thousands of cartons of Mis 
sion beverages have been placed in 
retail outlets which were not previ 


ously sold 


‘Miss Mission,” with her sales 
building bucket of silver dollars, 
poses with Wallace Pliler. sales 
manager. alongside a carton dis 
play in a Wichita Falls super 
market. Note the circulars on the 
third row of cartons promoting the 


Silver Dollar Campaign.” 
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These days you need 
like this Cem Owner is 


-.. $8ve8 ON Ct $es 


aay aft day — 


a Cork 
western Crown — 
2650 Bayshore 


‘ eontnune oo pace 
W/ Z 1) —_— 
Costly breakdow” 


yentlemen: 


because we 
Cem 
time. you mm’ 
m nas tc have a 
ey minimum and “\ - 
pine inimmeps our Co 
0508 — ours wrter day and the 
: ~ cem 12 Heac *** .. orodu 
LVodycti" and com 1? Heel Je and PI 


adds up ¢t 


Modern Show Window” Bottling 
Plant of the Nehi Beverage Co. 


of Boise, Idaho. in which the 
handsome appearance of the 
complete Cem System is 


put to vood use 


CEM FILLERS, MIXERS, 


SATURATORS AND COOLING UNITS 
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MR. R. R. WEST, President of the 
Nehi Beverage Co. of Boise, Idaho. 


petformance 
getting... 


Today, the problem of getting bottling costs down and profits up is harder to 


His experience with two Cem Systems 
makes his opinions of particular sig- 


nificance. 





solve than ever. The one sure way. as many bottlers have found, is new and more 
efficient bottling equipment. It’s a fact that the bottlers who have new 


equipment are the ones who are making the most profit these days. 


Mr. R. R. West, who recently replaced his Cem 20 System with a complete Cem 40 
System, shows by actual experience that new Cem equipment will give you the 
kind of performance you need these days. Hundreds of bottlers who own 
the Cem System know that this is the bottling line with all the features to assure 
profitable bottling under a wide range of conditions. Ask your Crown Representative 


to show you what a modern, efficient Cem System can do in your plant. 


CROWN CORK & SEAL COMPANY 


Machine Sales Division @ Baltimore 3, Maryland 









This is the complete Cem 40 System 
which has pleased Mr. West so 
well. This bottling line is built 
in four sizes to meet practical- 
ly every production require- 
ment—Cem 20, 28, 40 and 50. 





IN ALL SIZES ARE NOW 





AVAILABLE FOR PROMPT SHIPMENT 
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cf 
Sale » SERVICING! 


with THE GUARDIAN CHANGER 


LH » EASY TO INSTALL 


A FULL AND COMPLETE MANUAL SIMPLIFIES 
INSTALLATION AND SERVICING. FITS ALL 
DRINK VENDORS DESIGNED TO USE A CHANGER. 


9-YEAR REPLACEMENT WARRANTY 


’ ELIMINATES MAINTENANCE WORRIES 
CAN BE 3 
INSTALLED oa. 
IN PRACTICALLY & 


nicvowors ‘ie. EACH COMPONENT OF THE GUARDIAN CHANGER 


A CHANGER! 


— ae || HAS BEEN APPROVED THROUGHOUT MANY YEARS 


ONE 


SCREW | — | OF SUCCESSFUL OPERATION 


OPENS ENTIRE 
MECHANISM 


— fF ; INCREASE YOUR BULK VENDOR SALES! 





INSPECTION 
- 
PLUGS 
INTO ANY 
VENDING 
CIRCUIT 
° 


ON DISPLAY BOOTH 44 N.A.M.A. EXPOSITION 
raven pee NOV. 12-15 Aelwer House, Chicaga 


Write today / YOUR TRIAL TEST CHANGER IS WAITING! 


GUARDIAN ELECTRIC 


l619-B W. WALNUT STREET CHICAGO 12, ILLINOIS 
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HOW TO GET BETTER BOTTLE WASHE LOW COST... 


USE 
DIVERSEY 


. 
Q 


Diversey Relion is the practical, economical, surpri 
ingly efficient approach to the routine washing of bottle 
Any basis of comparison proves the outstanding superi 
ority of Relion proves that it gives you clean 
sparkling clean bottles at low cost every time! 

Your Diversey D-Man will be. pleased to show the 
remarkable bottle washing efficiency Relion assure 
Let him show you the difference on your ‘own bottle 


washing operation. There is no obligation 


} 
,D Man servi¢e. Invéstigate today.’ 


Oy waco 


qu’ ‘Sty VISIT DIVERSEY'S EXHIBIT 
£ CJ ™ National Beverage Exposition 
= » ¥ Civic Auditorium 
‘a Dp a San Francisco, California 
% ) y i Oct. 30—Nov. 2 
s 





Booth No. 612 and 614 


o 
Vemicas av? 


THE DIVERSEY CORPORATION 


; 1820 Roscoe Street *« Chicago 13, Illinois 


i 
a In Canada: The Diversey Corporation (Canada) Ltd. 
ill Toronto, Ontario 
= emi _ 
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* 


See Us At The Convention .. . Booth 126 


REG. U.S. 


Lemon-Lime 
Soda 


’ PAT. OFF. 


SUMMER SALES? 


of COUrSe 
aaauQuQuueyeye, 


“The year around seller 


r crow wit A 


uo 


B-1 BEVERAGE COMPANY 
4000 LINDELL BLVD. 
SAINT LOUIS 8, MISSOURI 





For 
New and Rebuilt 


BOTTLING EQUIPMENT 
AND SUPPLIES 


Be Sure To See Us At 


BOOTH 310 


SAN FRANCISCO CONVENTION 


FE irsTENBERG 


BOTTLERS’ EQUIPMENT CO.INC. 
301-307 Powell St., Brooklyn 12, New York 











ITS ANGLE NOSE IS 


\ 
GER 
) \ 


MODEL 720 } 
> MODEL 730 
t 


The angle-form, ribbed nose of the “HALLOWELL" UNI-TRUK 
is made of heavy pressed steel. Triple-welded to frame, it gives 
extra strength at points of greatest stress 

The light weight UNI-TRUK handles all but the heaviest hand 
truck jobs, gets more work done faster. 

One and two-handle models. Stair-climbers available. 

Send for Form 757-| 


“TRY ONE AND YOU WILL BUY MORE"! 


See us at Booth 2434, Convention of National Metal Congress 
and Exposition, Chicago, Oct. 23 to 27 


IHALLOWELL 


MATERIALS HANDLING EQUIPMENT 
SPS STANDARD PRESSED STEEL CO. 


JENKINTOWN si PENNSYLVANIA 
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In These Days of Rising Costs 
WHERE You Can Make Substantial 
IT Savings in the Boiler Room! 


SAVE ON FUEL! SAVE ON WATER! 
Counts Most SAVE LABOR! SAVE TIME! 


: y 





Kisco Anticipated Your Demand for 

Kisco-Bilt Boiler Room Equipment ! 

We can make Prompt Shipments of 
these Celebrated Kisco Products 


Talk To 
° ‘ Men Who 
If steam is your problem . . . If you produce and use steam for processing or Own Kisco-Bilt 
heating . . . then check the many advantages of KISCO-BILT Equipment. KISCO Equipment 
Boiler Room and Heating Equipment assures you of top quality, dependable Kisco Gets Top 
construction, simplified, automatic operation and trouble-free maintenance. Rating With 


Steam Users 


Everywhere 





KISCO RETURN-TO-BOILER KISCO HEAT 
KISCO STEEMATIC BOILER SYSTEM RECIRCULATORS 
The most efficient, most economical Boiler The Kisco System steps up production Get top heating efficiency and economy 
ve ever built for firing with any increases capacity and efficiency of any with Kisco Steam or Gas Hot-Air Unit 


we 
fuel. Write for Catalog DSA-10 boiler. Write for Catalog DRS-10 Heaters. Write for Catalog DUH-10 


Kisco Boiler & Engineering Co. 





2414 DeKALB STREET ST. LOUIS 4, MO 
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Are your profits going out the door? 


You may be shipping “profits’’ with every truck load. Inefh- 

cient handling on the loading dock .. . loading or unloading 

... an eat into profits. And, if you have no loading dock, 

put this TROJAN to work. 

Whatever your process or product... if cartons, cases, boxes, 

crates or other packages are “man-handled” at any point in 

your plant... you can use the Portable TROJAN belt con- 

veyor profitably. 

Wherever loading, unloading, stacking or boosting is done, 

the Buschman TROJAN does it faster, easier and reat For complete éde- 
cheaper. It can be moved and operated by one man; tails, write for 
adjusted for height as desired. TROJAN belt con- Bulletin 50. 
veys packages up, down or horizontally ... by itself 

or im combination with portable or fixed 


suas. REPRESENTATIVES 


ne co 


CITIES 
THE E. W. BUSCHMAN CO., 4469 Clifton Ave., Cincinnati 32, Ohio 











Why Pay Extra 
Money For Your 
Insurance? 


MY You can save 15°% to 40% of every dollar 
you usually pay for your policies by insur- 
' ing with other bottlers now using Dodson 


specialized service. 
Y ¢t SAFE tecti ited ¢ 
ACID PROOF CARAMEL particular needs, and ALL POLICIES are 
NON-ASSESSABLE. 
OAMING TYPE CARAMEL In 50 years of service to the Bottling In- 
F dustry we have returned more than $13,- 
500,000 in cash savings on Insurance 


Caramel Coloring Premiums. 
for ALL TYPES of Ask about our lower rates for Fire Insur- 


ance on good bottling plants. 
CARBONATED BEVERAGES 


BRUCE DODSON & COMPANY 
5.39 FORTY-SIXTH AVENUE, LONG ISLAND CITY}, N.Y 28th and Wyandotte ¢ Kansas City 10, Missouri 
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— SPUR Specifies unifor 


with cgpst-coun? REEVES ARMY TWILL 


REEVES ARM 








For Smarter Appeorance 


Longer Wear + Better Morale 


HERE'S good reason why leading com- 

panies from Coast to Coast specify uni- 
forms and work clothes of Reeves Army 
Twill. They know the value of smart- 
looking employees and the economy of 
longer-wear. 


And there’s good reason why Reeves Army 
Twill gives these qualities. For this famous 
fabric is made only of the finest cotton, 
Sanforized*, and vat-dyed in colors that are 
fast to sun, water and perspiration. 


For greater economy ... better employee mo- 
rale and increased public approval—insist 
on Reeves Army Twill in your work clothing 
and uniforms. Write for full information. 


"Residual shrinkage less than 1% 





REEVES BROTHERS, INC. = 54 worth sTREET, NEW YORK 13, N.Y. 


REPRESENTATIVES IN: Akron « Atlanta - Boston + Chicago Dallas - Los Angeles Philadelphia - Portland , Oregon: St. Louis - Montreal - Toronto 
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Cut (0st ~wo ways 


By Modernizing Your Refrigeration With 
This New Condenser System 


@ Power savings and water savings combine to make 
money for you when you replace an old fashioned 
refrigerant condensing method with a modern Niagara 
AEROPASS Condenser. Either saving quickly returns 
the cost of the installation; both together make an impor- 
tant reduction in your operating costs for refrigeration. 

In this new method the refrigerant gas passes through 
two cooling coils. The first coil, air-cooled, removes the 
superheat and condenses oil vapor from the refrigerant; 
the second condenses the refrigerant by the evaporation 
of a water spray from its surface. The heat is transferred 
to the air; less than 10% of the water used in conven- 
tional condensers is consumed and you save the cost 
of the water and the cost of its piping, pumping and 
disposal. 

In addition the Niagara Aeropass Condenser controls 
the head pressure of your compressors at the lowest 
point for good operation, reducing your power bills. 
It does this automatically the year ‘round, giving full 
apacity for peak summer loads and providing the 
greatest power saving in cold weather. 

Hundreds of experiences in all industries that use 
refrigeration demonstrate these benefits and prove that 
they give a lasting improvement in refrigeration plant 
operation. 


Write for Niagara Bulletin No. 103 


for further information 


NIAGARA BLOWER COMPANY 


Over 35 Yea com Industrial Aor Engmneerin 
Dept. NB, 405 Lexington Ave., New York 17, N.Y 


District Engineers in Principal Cities 


1AL COOLING HEATING @ DRYING 


NI RA 


HUMIDIFYING @ AIR ENGINEERING EQUIPMENT 





CROWNS 


...-As You Need Them! 


... When You Need Them!... 





PENN has been servicing the 
industry with Precision-made 
brightly lithographed 
CROWNS for more than 20 


years 


Need delivery in a hurry? Need special 
decorations? — Stock designs? — Just call 
We also manufacture metal screw caps from 


18mm up to 89mm 


Penn Cork & Closures, Inc. 
Evergreen 9-4416, 7, 8 and 9 1155 Manhattan Ave., Brooklyn, N.Y 











Yoo-Hoo 


CHOCOLATE 
BEVERAGE 





Makes 
Repeat Sales 


Year round profits are 
yours when you distribute 
Yoo-Hoo. For this deli- 
cious chocolate drink. 
served hot or cold, has 

the kind of flavor and 
quality that makes it a 
12-month favorite. 


Write for complete details of 
the Yoo-Hoo bottling fran- 
chise in your territory. 


bAUTVES Titty YOO - HOO CHOCOLATE PRODUCT 


1 City National Bank & Trust Co. Bldg 
\ Room 404, Hackensack, W. J. and Batesburg, S. C 
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“BOY! HERE’S THE FLAVOR 
) THAT'S RIGHT IN THE GROOVE! 























»eeAnd Dr. Pepper’s the Drink be 
My Parents Approve! 


Kids love it... and wise parents 





favor wholesome, delicious Dr. 
Pepper. You have both on your 
side when you're selling this one- 
and-only soft drink favorite of mil- 
lions! And don’t forget—no other 
drink tastes like Dr. Pepper... 
there is no substitute for this secret 
blend of taste- 
thrilling ingre- 
dients! Backed 
by big national 
promotion pro- 
gramsthatspell 
continuous 
profits for you. 


Get Information Now on Unusual Franchise Opportunities 


City A—large midwestern industrial city; population of 


VALUABLE INFORMATION For Profit- franchise territory 460,000! 
Minded Bottlers at Convention Booth 801 City B—large city central south; high per capita develop- 


ment in all adjacent areas; population of fran- 
The man to see is Mr. Randall, head of franchise department chise area estimated 200,000! 
he Dr. Pepper C Q He can tell you whether Dr 7 ‘ . . P 
saleniecsidietccag aa «7 becabeen di: City C—large city midwest dominating large, rich, rural 
area adjacent; population in franchise territory 
estimated 500,000! 


Pepper franchises are available in your vicinity and how you 


may build a profitable business quickly. Stop in! 


CONTACT: FRANCHISE DEPARTMENT 


DR. PEPPER COMPANY, BOX 5086A, DALLAS 2, TEXAS 
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a FLAVOREX fact: 


e real thing 


Real 


BLACK 
CHERRY 


REAL fruit flavors for your brand— 


GAIN public demand and 
repeat profits. Give folks 
the real thing in your Black 
Cherry and Black Rasp- 
berry beverages. Made 
with FLAVOREX real 
fruit flavors, your drinks 
are better—much better. 


Way its made—makes it better 


Only the plump, finer 
fruits enter FLAVOREX 
“quality controlled” plant. 


Scientifically processed, 
FLAVOREX fruit flavors 
have all the coveted sweet 
freshness of the harvested 
fruit. Its the real thing for 
your trade 
Taste-test it yourself. 
Write for generous samples 
of syrup—ready to bottle 
or place trial order for 
Black Cherry and Black 
Raspberry “Stock crowns 
available. Prompt delivery 


For the real thing in Loganberry, Blackberry, 


Strawberry and Fruit Punch, get it from — 


MAKERS OF FINE FRUIT JUICE FLAVORS 


302 S$. CENTRAL 


AVE., 


BALTIMORE 2, MD. 


"“Geueo 


The products of specialists 
in building America’s most 
complete and finest line of 


f 
‘ a 7 ; 
i 
. 


electric beverage coolers, 
these two provide fast, low- 
cost, trouble-free cooling. 


Model ''B” 


Made in 3 sizes—4, $5, 6— 
wetordry operation. 
Strong, durable construc- 
tion. Bonderized DuPont 
Dulux baked enamel finish, 
unobstructed interiors. 
Available with or without 
drinking water equipment 


” ‘ 
tna east 
Model"DB” ii 4 
' F F| 
Made in 4 sizes—4, 6, 8 and 
10 Frt.—dry counter type 
Durable, reinforced construc 
tion. Bonderized DuPont Du 
ux baked enamel finist 
tary, easy to clean. Avail lable 
with or without drinking 
water equipment 


Increase your beverage sales by showing 
your trade mark on these coolers. 


The BEVCO Company, Inc. 


3316-28 S. Broadway e St. Louis 18, Mo. 





USE enn Ligad Matic 


We are specialists in 
the desi and manu- 
facture of water treating 
equipment and systems. 
particularly for use in 
the bottling industry. 
ost of our installations 
are tailor-made to fit the 
needs of the individual 
user, thus assuring max- 
imum efficiency and per- 
formance at minimum 
cost. The scope of our 
work covers a wide 
range and is backed by 
a wealth of experience 
gained in producing 
satisfactory systems for 
eading bottlers in all 
parts of the country. 





Descriptive Catalog 


Learn about the complete line of 

“LiquiMatic’ * products in our 16-page 
catalog “Red Diamond Water Treat- 
ing Equipment” . Write us for a copy. 
or ask your ‘Liquid’ representative. 


AUTOMATI PUMP & SOFTENER 


CORPORATION 


2412 = AVENUE, ROCKFORD, SLLINOES 


“AUTOMATIC” Products Distributed Exclusively by The Liquid Carbonic Cory ag 
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YOU CAN DEPEND ON ATLAS COLORS %,: eo 
Atlas Certified Colors are the result of one-hundred vears baal 
manulacturing Expr grenrhipabyenrins chine pn 1 AT LA Ss 
veClalized Counsel and CERTIFIED 
7 COLORS 


riccicss asset 


tv ALL the time, 


unliborimist 
ration to solve individual color problems 
crvwhere rely on VELAS colors fon untlormity, 


ubilitv, and exceptional workin qualities 


ob shades and brilliance 


] 

] 

plus S] 
COO} Cinna 

| ! . 


l ticrs Cy 





an mitinite variety 
| 


1] lS 
for lor every tood product Write on your letterhead 
information, color counsel 











FIRST PRODUCERS OF CERTIFIED COLORS 


4735 DISTRICT BLVD., LOS ANGELES 11 
KANSAS 


11-13 EAST. ILLINOIS STREET..CHICAGO 11 
CLEVELAND - DALLAS « OFTEOIT - HOUSTON - INDIANAPOLUNS - 
PHILADELPHIA riTiseuRGe $? sours SAN FRANCISCO 


89 PARK PLACE, NEW YORK 7 
SALTIMORE - SOSTOWN - CINCINNAT! .- 


MINNEAPOLIS NEW ORLEANS OMAHA 


ATLANTA «+ 
city, mo 








N.Y. Association Board Holds 
Fall Meeting HIGHER Clove 


Geranium, Algerian 
Bourt 
sJourbor 


session at Saranac Lake, N. Y Lemon, Italian 
lif 
executive bourd of the New 


Meeting Sept. 16 for its regular 


Californiar 
Mace 
Nutmeg 
Orange, distilled 
ium bicarbonate, US 5 expressed, Brazilis 
s Division, approved final plans USP VIII Californiar 

: ; . Floridiar 

Italiar 

and conducted other impo} ny ui, aMaica, West Indiar 


“er Glycerir 
Stat sottlers « Carbonated ae 
ite Bottle 2 sicloaiaciaaatatai Magnesium 


rages, including the Supply USP 


the annual convention next 


SYUTrup 
board gave its approval to a 
schedule of dues. It also 
ed the legislative situation, 
and deposit situation 


ind other matters 

















TABULATED PRICES 
FOLLOWING are the latest and most accurate market qu 
Special attention is called to th ndented paragraph next fi in 
NOTE.—The prices giver the following bottlers’ ingredient 


CARTOON CAPERS... 


mia? f 
d J J , } 
ports are for vulk quantities in original packages. Retail buyers cannot 
} t 


rease 
expect to ge mall quantitie at the figure here quoted, a th owe 
is charges to be added, which often greatly augment values hefore w 


ealers or jobber tock good 


x \\ An 


hid 
ss 


FLAVORING Ol 
mond Art 


HUCKS, MISS GUFOIK, EVERYONE KNOW i 
DOUBLE-COLA EQUALS TWO TWO GLASSES IN EVERY B 


Double-Cola bottlers are cur 
rently using two-column news 
paper cartoons illustrating the 
fact that a bottle of Double-Cola 
serves two. The light touch em 
ployed in these promotional car 
toons is reported to be quite ef 
fective. 





a 


New Sun Spot display cards also 
feature humorous situations Typ 
ical is this 15" x 20" baseball! car 


toon sign 
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River Raisin soft drink cases 

vey (Ye \ are designed to "TAKE IT”. 

. They are strong and 

gs y g 
durable—ROUGH and 


aw» 
i TOUGH. You get maximum 
‘ ¥ -— trippage— more RETURNS 
yo for your money. River Raisin 


Experts can solve all your 


container problems. 


RIVER RAISIN PAPER COMPANY © Monroe, Michigan 


CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS ¢ PACKING MATERIALS © FIBRE BOARDS ¢ CORRUGATING STRAW 
ONE CALL FOR ALL — DIMENSIONAL DISPLAYS 


October, 1950 
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WHAT KIRSCH'S BEVERAGES, INC. SAYS ABOUT LIQUID SUGAR 


WHEN YOU USE FLO-SWEET® YOU GET SERVICE 


Ask any Flo-Sweet customer—ask every HERE'S WHY FLO-SWEET MEANS SERVICE 
Flo-Sweet customer—they’ll all tell you Refined Syrups & Sugars is the largest 
: ' liquid sugar manufacturer in the country — 
“Refined Syrups & Sugars have never let has the industry’s most complete produc- 
me down!” tion and storage facilities for liquid sugar— 
maintains the largest number of tank- 
trucks, tank-cars, and tank-ships in liquid 

That kind of service means you have no sugar service — 
lant shutdowns. no lost orders, no dis- is the only refiner in the East maintaining 
P . at , . liquid sugar warehouse and storage facili- 
appointed customers. ties away from our refinery for customer 

service. 

: . ; ; Flo-Sweet production facilities are flexible 
That kind of service gives you better to take care of the unusual in sugar re- 


e quirements. 
planning, greater economy, more repeat ; 

; lo-Sweet provides emergency delivery 
orders and larger profits. service. 


For dollar-saving, product-sanitation and always-re- 
liable service, you can’t beat Flo-Sweet Liquid Sugars! 


NITATION AND SERVICE 
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Gets 1,500,000 “Extra” Sales 
Thru Cup Vendors 


Cup vending brings new business to Massachusetts plant 
operator, adding the equivalent of 65,000 cases to his volume. 


BS KING up its views on cup ma bulk vending field here, including a the brand in home refrigerators 
chine vending with nearly two competitive cola bottler), Mr. Ra To spotlight its brands before the 
vears of successful operation in the chins was able to spot machines in general public, Snow Crest has also 
Boston territory, Snow Crest Bev locales that not only produced imme installed cup equipment in such 
erages, Inc. of Salem, Mass., casts diate sales, but stimulated subse other top-traffic locations (that will 
a strong vote for bottler activity in quent take-home bottle volume not handle bottled goods) as motion 


this phase of automatic merchar picture theatres and the. selling 


Industrial Plants, Schools 


disiny Rated High floors (“4s opposed to employee ; 
areas) of department stores ¢ 


With 35 multi-flavor machines o1 Rated amony its better vendor 
, Basically, the cup machine serves 
location in a variety of sites that sites for this purpose are large in { 
’ d volume patronage, and on a year i 
have ranged from schools to a race dustrial plants, as Snow Crest 
; : round basis, each vendor has aver 
track, the firm’s vendors dispensed found that workers. who consume ss 
; aged over 850 drinks a week, or an } 
over a million and a half drinks in its products while on the job, will : , iF 
; equivalent of 36 cases of 6-0z if 
1949, and it expects to top that be influenced to buv the bottled t 
‘ ‘a ” ; drinks. During the summer vaca 
figure this year. In terms of “plus drinks for home use. Similarly, the 
: ; tion period, when schools close, 
sales that would not otherwise have firm has made cup vendor place 


equipment is temporarily shifted to 





been registered, cup vending has ments in private and parochial : 
; a warm-weather stops to follow out 
idded the hefty equivalent of 65,000 schools, where the students not only 
; door crowds. One such spot is the 
cases annually to Snow Crest plant provide a good immediate market, : 
. : Suffolk Downs race track, where a 
output ; but develop a liking for the beve1 ; 
Snow Crest machine has tallied as 
In addition to the direct profits ayes and ask their parents to stock 


high as 1,260 dime drinks on a 
rung up by this venture, bottier single afternoon. (The firm's bot 
Saw. Backing stresses tie Seto tled drinks are also sold here via 
owed point that a cup feute car manual outlets 
verall plant volume “Ws 


RAG LO CRON SOE Sap ee Pee Uses Selective Machines 


ing is a tremendous asset in the sak 


: ' , oda “ : 
oft our bottled beverayes, he note Snow Crest Beverages entered 


“since our trademarks, conspicu the cup vending field in the fall of 


ously displayed on the machines 1948, and, as the bottler of a varied 


keep our brand ‘names before the line, it chose multi-flavor equipment 


public. By dispensing a good quality to showcase its products. Gradually 


he vendors have s d 
drink, th idors have stimulated expanding until its route reached 


consumer off-premises demand for the current 35 machine mark, this 


our products and produced a quit plant uses 3-flavor 600-cup Super 
favorable reaction saleswise in re Vends (Chicago). Polar Cola is fea 
tail outlets towards our bottled bev 


tured as the “lead” beverage in all 


erages.” 





vendors, and a nameplate plugs the 
Snow Crest Beverages has kept BUILDS VOLUME— drink with the slogan: “Get Wise, 
: BOOSTS BOTTLED BRANDS Drink Polar Col It's H 

nis Tactor in mind whe Berecuing In industrial sites. such as this “m7 Bs Oral was ” omogen 
ocations for its cup equipment Boston factory. multi-flavor cup ized The second and third selec 
' as +} os vendors meet peak patronage de aatee © .™ —_ > . 

cking ‘ where ‘ end neuie Guten leach tome ond tion include Snow Crest Root Beer 
could spearhead its sales message rest periods, and continually, plug and a number of fruit flavors, with 
WW) “ al ee a Ta the bottler's Polar Cola and Snow Snow Crest Orange the current 
salle ee ee eet ae Crest brands to build subsequent eeuniis — ; ; 

ted in Boston by competition (there take-home bottle volume in retail best-seller 
outlets. : . ‘ 

half a dozen firms active in the Each machine’s menu is varied to 
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meet the palate preferences of ar 


individual site, and some selections 


are rotated periodically. Notes Mi 
Rachins: “The popularity of any 
one drink in a cup vendor varies 
onsiderably with the location and 
the season. Youngsters, for exam 
ple, prefer fruit drinks, while root 
beer is a big hot-weather seller ! 


We have found that a se« 
the public looks for 


and 


Boston 


tion ot ‘some 


thing new’ whenever machine 


sales of any single selection drops 
below 20 of the vendor's total vol 
ime, we switch to another flavor 
and stimulate sales. Besides, the 
multi-flavor factor gives us a chance 


to have all six beverages in our line 
enjoy periodic paid sampling.” 
How Vending Is Handled 

To facilitate administration, a 


subsidiary division, the Snow Crest 
Vending Co., has 
handle the 
While in 


the 


been st 


bottler’s cup op 


plant activity is integrated 


into existing production 


office set-up, 3 servicemen are em 


ployed to handle route calls. These 


employees drive half-ton panel 
trucks, carrying sirup, cups, and 
CO, tanks, and the light vehicles 


were selected for their ability to 


manoeuver rapidly through city 


trafic in getting from one location 


to another. Since vendors in movie 


nouses require weekend servicing, 


the men alternate at handling this 


issignment 


Since cup machines are “silent 
salesmen” for the bottler, Mr 
Rachins emphasizes that equipment 
must be kept attractive and ready 


to render superior service, tallying 
both spur-of-the-moment and repeat 
He that 


vending volume 


business observes “much 


of the comes from 


impulse sales, and our equipment is 
designed to invite people to patror 
this rates 


ge.” In connection, he 


coinchangers as a necessity, using 


equipment on all his ven 
adds “We 


actually 


dors ind feel that 


changemakers double oun 


ales.” 


Because Snow Crest cup ver 





ire utilized to spearhead the firm’s 
brand names, the nickel price pre 
ails and only a couple of machines 









¢. 


aa 


sealed, permanently 


compressors used ir 





trtixaft’ MPG. CORP. 


CITY & STATE 





‘ A 5-YEAR 
WARRANTY 


arried on the hermetically 


ality P t ver a Quarter Ce y 
1125 £. Kibby St lima, Ohio, U.S. 
Please send literature and prices on 
Bev-Cooler [] Bev-Master [")Bev.Food [Bev 
NAME 
FIRM 
STREET 


oiled 


{he sn aro 
4s ‘ 
ee . ae \ aa \ 
19° F mi ynd eri \ 
vo! ow 
|| — —— — —— -Use Coupon Now - — —— « == 


A 


Giant 


are geared to dime operation to 
meet a location’s request. As an 
added advertising medium, this 


year the firm began to use a spe- 
cially imprinted paper cup, which 
the 


in a distinctive blue. Tying in with 


carries Snow Crest trademark 
these 
the 
bottler’s products in the consumer's 


the 


the firm’s advertising efforts, 


cups serve to further identify 


factor 
reflected 


memory, a company 
increased 


bottled 


claims is 


by 
take-home purchases of its 


goods in retail outlets 


Expansion Planned 


With this vending program con 


tributing to the success of its over- 
all plant operation, Snow Crest Bev 


erages, Inc 


is currently blueprint 
ing plans to extend and expand its 


cup operations outside of Boston 


Concludes bottler Rachins: “I be 


lieve that the cup vending business 


is still in its infancy, and our ex 


indicates a tremen 


drink 


through this medium in 


perience here 


dadous sott sales opportunity 


the imme 


liate future.” 





















24-cose BEY-MASTER. 











100 


ADD Sis S77 UGS 









C.0. & W.D. SETHNESS COMPANY 


1926 SUNNYSIDE AVE. 








Depend upon REX Root Beer 
Compound to produce a smooth, 
creamy, rich beverage that tastes 
so-0-0-0 good! It's balanced and 


blended pertectly. REX quenches the 


thirst, satisfies the palate and keeps 

tolks coming back for more. Builds 
steady, repeat sales for you 
with color...per gal. $375 
in 4-gal. lofts or more 


Freight allowed on 8 gal. shipments 


A 4-0z. compound 





© CHICAGO 40, ILL. 
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Only one bottle supplier offers you 


all these = 











See Four COLORS OF GLASS DURAGLAS CENTER 
(Amber, Georgia Green, FACILITIES 


Flint, Emerald Green) CORRUGATED CASES 
ACL (Applied Color Lettering) CONSTANT PACKAGING 
HIGH LUSTRE RESEARCH 


™® LABEL DESIGN BOTTLES PRODUCED ON MODERN 
SYNCRO-FLASH FINISH AUTOMATIC MACHINES 


PROTECTIVE FILM OVER 75 YEARS OF BEVERAGE 
WOOD CASES BOTTLE MANUFACTURE 
























m@ The good looks of Applied Color Lettering designs 

‘ can easily be yours. Our ACL experts will gladly create 

a label design to help your brand stand out in cus- 
tomers’ eyes and minds. 

ACL labels are exceptionally economical because they 
are so durable.. They are colorful, appealing symbols of 
quality and last as long as the bottles. 

Special ACL label designs are just one of the extra 
services you get as a Duraglas bottle customer. Call 
your local Owens-Illinois office now. 


Dwraglas BEVERAGE BOTTLES 


Look better-Last longer 





OWENS-ILLINOIS GLASS COMPANY - Toledo 1, Ohio - Branches in Principal Cities 


34 
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Designed to cut your Caustic Costs, 
Save Space, Increase Output per Man 


Here's the latest in the famous Barry-Wehmiller line, the result of 65 years’ 
experience in designing and manufacturing the finest bottle shop equip- 
ment. The new International is brilliantly engineered with many out- 
standing advantages that produce sparkling, commercially sterile bottles 
with unusually low operating and maintenance costs, greater production 
per operator and higher overall efficiency. 


\ revolutionary feature of the design is the use of one principal compart- 
ment in which dormant soaking is combined with hydraulic washing action 
powered by heavy streams of caustic against both inner and outer surfaces 
i sini: Mateiaiheel ahi, of the bottle. In this main compartment an entirely new system of rocking 
gle-end test model, which has deflectors has been devised to permit sludge or label removal. 
been in successful oO} eration in . " 
a Buffalo, N.Y., bottling plant Hydraulic (brushless) washing is used throughout. Great savings in caustic 


for more than 1!5 years solution are achieved by this new Barry-Wehmiller washing process, and 
a minimum amount of water is consumed. Automatic gravity discharge 


illuminates bottles from both top and bottom for complete inspection. 


THE FAMOUS BARRY-WEHMILLER LINE 
OF BOTTLE SHOP EQUIPMENT 


Get details on the new International at 
the A. B.C. B. Annual Convention and 
Exposition, San Francisco, October 30- 
November 2, 1950, 























These Outstanding Features 





Assure Highest Efficiency, Faster Production 


Q ROTARY VALVE (Pat. Applica For) . . 


with large nozzle openings deluge bottles internally and externally. 


. Twelve headers 


Phe caustic pressure spraying is accomplished by a Rotary Valve 
that controls both the timing and the heavy jets of solution to 
the bottles. Intermittent motion of the Rotary Valve provides 


draining periods for the bottles between caustic jets. 


@ ROCKING GRATES (Pat. Applied For) 


rocking grates gently rock the bottles in their po kets as they 


Phese unique 


pass below the flushing pan to prevent labels, dirt, or any foreign 
material from clinging between the bottles and pockets. It also 
rocks the solution in the bottom of each bottle, facilitating a 


better cleaning action 


©) VIBRATING SCREEN (Pat. Applied For). 


belt with a vibrating motion which allows the liquid to pass 


This is a mesh 


through the screen into the main body of caustic solution below, 
It provides for continuous label and sludge removal to the outside 
of the machine. By thus removing the contamination from the 
interior the solution remains clean and a considerable saving in 


caustic is achieved 


The design of the new International provides for complete 
accessibility to every part for maintenance. It is a single chain 
mac hine available in five different floor styles to best meet 
your requirements, single or double end, with split, pint, 
fifth and quart models 


The new International is the finest bottle cleaner available to 
day designed to lower costs and increase production efheiency 
for any bottle shop. Write for complete information and free 
Bulletin. 


| BARRY-WEAMILLER MACHINERY Co, 


4660 West Florissant Ave. 


+ St. Louis 15, Missouri. . 


. 1950— Our 65th Anniversary 
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Two-line bottling department of 
Casa Guajardo has a capacity of 
250.000 bottles per day. Washers 
are De Luxe Miller Hydros. The 
fillers, saturators, coolers and 
mixers, installed by Crown Cork 
& Seal Co., are part of the CEM 
De Luxe bottling units, each ca 
pable of 200 bottles-per-minute 
production. The heaters are Evans 
Automatics. 


Storerooms for the finished prod 
ucts are large, well-illuminated 
Conveyor installation was made 
by Alvey Ferguson Co., Cincin 


nati 


A view of the Casa Guajardo 
lobby. The stairs are all granite 
in one block. with rails of alu 


minum 
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in May, 1939 by Don Mar 


ruajardo, Jr. It was a small and 


st business at first, but the 
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mplovee 


Novel, outdoor garage can ac 
commodate all the firm's 30 trucks 
(Fords 
many 
Each truck has a 140-case 
pacity. The bodies were manu 
factured in Monterrey by Indus 
trial Metalicas, S. A 


and Internationals) and 


other company vehicles. 
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All equipment in the white-tiled, 
spic-and-span syrup room is 
stainless steel. There are 18 Lo 
max tanks of from 100 to 300 gal. 
capacity. with two syrup filters. 


Battery of Permutit equipment 
for processing water is set up in 
a tiled department. Three units 
compose the installation—two to 
soften the water for the washers 
and one for treatment of water 
for beverage purposes. 


Storage room for sugar and 
crowns provides for off-the-floor 
inventory. There are platforms 
scales, and electrical vibrators for 


the crowns 


See additional pictures on 


page 108... 





























Here's the Power House. It has 
300 h.p. transformers which con- 
vert the high tension power to 
220 and 110 volts. 


Sales meetings. employee re 
unions, exhibitions of technical 
pictures. and lectures on sales 
and publicity are conducted in 
the auditorium — spacious and 
comfortable. 


The dining room for employees 
makes “eating in” a real pleas 


ure. There are stoves, refrigera- 


tors, sinks, enamelled tables and 
chairs. and a powerful radio to 


provide music for the personnel. 
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[Ge your beverage ito 
_the Best consumer spots 


‘Preferred 


Kold 


— and ICE 


Coolers 


Step up your sales by adding new retail outlets now! Open up 
choice locations easier . . . quicker by offering dealers the com- 





plete QUIKOLD cooler line from which they can select just the 
right model, size, and type to best fit their individual desires and 





Most Models Available with Optional Lift or Slide Lids! . NAME_— 


Cult Sleudad fr 26 tan! 


October, 


1950 


requirements 


Dealers approve of the carefree simplicity — the 
smart modern lines — the quality all-steel rust resist- 
ant construction — the easy-to-keep-clean lustrous 
baked-on finish—and the attractive price of QUIKOLD 
coolers. Thousands of QUIKOLD coolers have been 
in use many years . have stood the test of time 
and hard usage. Backed by years of experience and 
a pioneer of the industry. Sold direct to you at money 
saving prices. 


ELECTRIC Why not use QUIKOLD coolers bearing your trade- 
mark in approved colors as the wedge to get your 
drink into new outlets now? There's no need to take 
chances with a limited or untried line. Pick the leader 

QUIKOLD—and pick up new outlets, more volume, 
more profit. Order now for prompt delivery. 


P.O. BOX 1047 


Colorful descriptive Catalog 
will be sent FREE on request! 


MAIL COUPON NOW sevenact 
COOLERS 
Gentlemen ho 
Without obligation, please send catalog 
700 ICE and prices on QuiKold beverage coolers to 

















STAINLESS STEEL 


THRIF 


From the entrance of each 
ingredient into the process 
lines to the capping of each 
bottle—PURITY travels all 
the way if that process line is 
ENDURO from beginning to 
end. What's more—with 
ENDURO you can be just 
as sure of that purity many 
years from now, as at 
its installation 


PURELY 
C0.-INCIDENTAL 


Purely?—Yes! For purity is so important in the 
processing of carbonated beverages that stain - 
less steel is used in the carbon dioxide mixing 
tank above and throughout this entire system of 
cooling and carbonation “to prevent absorption 
of impurities.” 


Why stainless steel?—Its smooth, pore-free surface 
is Sanitary-as-glass—easy to keep immaculately 
clean—affording no toothold for “impurities” to 
contaminate the beverage. It is positive in its 
resistance to rust, corrosion, food acids and salts 


With pressures of 60-75 pounds per square inch 
in the carbonator, the high strength-to-weight 
ratio of stainless steel becomes an important factor. 
And with constant pressure on your profit margin 
—its ability to hold costs down and help preserve 
profitability is more than important. It is a key 
to successful operation. 


Assure quality control—with ENDURO! And 
cost control—with ENDURO’s easy cleaning, 
low-cost maintenance, high productivity, and 
unusually long efhicient life. Ask your equipment 
manufacturer for figures—today! 


YA cueck ALL 10 ADVANTAGES: Rust- and Corrosion-Resistance e Heat-Resistance 
@ High Strength e No Metallic Contamination e Sanitary Surfaces Easy to Clean Eye Appeal 


@ Easy to Fabricatee long Lifee low End Coste What more can be desired in a material? 


a> 
(REPUBLIC | a 
For Complete Details Write 
REPUBLIC STEEL CORPORATION 


Alloy Steel Division, Massillon, Ohio © GENERAL OFFICES, CLEVELAND 1, OHIO @ Export Dept.: Chrysler Bldg., New York, 17, N.Y. 
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her fin a 
RINGS “on gers B ells on her t0eS' ~ 
She rane < "Wherever she go’ es: = 


YOU ARE CORDIALLY INVITED 
; ¢ White R 
; Son 


San Fr 


The White Rock Girl | 


First, you get all five of the basic ingredients of a really 
successful, profitable, and smooth-functioning franchise. 


vA An established brand name. (Unquestionably, one of the 
ee ngs lee 
best-known, best-respected names in the bottling busine 


Z Scienufic quality control. (Meets highest stan lards.) 


3. Strong advertising support. (Not only national bu 
e ’ y ’ , 


gional, local, and point if -purcha t 


; > ? } 7 “ane ’ 0.) 
oF. A world-renowned trademark. (Everyone knows her!) 
5. A really substantial profit margin. (That's a vital fact!) 


Yes, White Rock has an attractive franchise arrange- 
ment that offers a once-in-a-lifetime opportunity for 
alert, profit-minded bottlers. 


Qualified principals are cordially invited and urged to phone or wire Alfred Y. Morgan, Vice-President 
and G Hse Manager, White Rock Corporation, One Park Ave., New York City. Tel.: MU 4-3210 


WHITE ROCK SPARKLING WATER—PALE DRY GINGER ALE 
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...for all bottlers attending the 
ABCB Convention in San Francisco 


Come to Los Angeles and see ‘the home of and concentrate and blend them in sparkling 
Mission Orange’’...the beautiful Mission stainless steel machinery. See carloads of 
plant in the heart of the great California citrus Mission bases and extracts start the journey 
belt. Observe how 300 tons of luscious to busy bottlers and thirsty consumers, across 
Valencia oranges are processed in a normal the nation and around the world 


day's production Then you'll know why Mission Beverages are 


Watch Mission's experts extract the juices, first in flavor, first in favor! 
I 


MISSION DRY CORPORATION 


Mailing Address: Termir Annex, P.O. Box 2477, Los Angeles 54 
General Offices and Plant: 5001 S. Scto St., Los Angeles, ¢ 
Divisional Sales Offices 5 Hudson St. NY. 1 ( 
Conadian Distributors: Miss 


» Favored by the Nation 


/ 
for a Generation f L 
& 
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You're in for a grand convention... 
in an exciting city...in a wonderful state 
Enjoy San Francisco...and all this, too! Plan to 
visit the famous beaches at Carmel, Balboa, Laguna 
and La Jolla; see the fabulous sights of Los Angeles, 
Hollywood and Beverly Hills; watch the West in 
action...and meet the people of The Squirt Company. 
As a California native, with our headquarters in 
Beverly Hills, we will be delighted to greet you, both 
at the convention, and in our home offices in the 
Movie City’. You will have fun, and we believe, 
too, it will interest you to know more about our 
progressive Company, which in eleven short years 
has become one of the leaders in the soft drink field. 
So, look us up, and let’s get together. 











--»AS A SOFT DRINK 


TLL om ; 
ee ee ae Squirt is the distinctive drink made from 


pure fruit, not synthetic flavors; its exclusive 
formula protects bottlers against imitators and 
se S competition. As Squirt bottlers will tell you 


“Consumers taste Squirt and the first thing 


they know They Love It!” 


the year 


?.--AND AS A MIXER 


The secret of why so many who drink are 
switching to Squirt for a smoother mixer is its 
base of pure, fresh grapefruit. Whiskey, gin, 
rum, vodka or wine drinks mixed with Squirt 
hove a refreshing new tang....a stimulating 
new taste. ..a smo-o-o-ther flavor. 


WHEN YOU DRINK— be Smooth about It... 








A Squirt Bottling Franchise 1s a guarantee of future 


"gE 4 gM The Squirt Company 
security of backing in merchandising and adver 
Franchise. tsing; all elements needed to build permanent 202 South Hamilton Drive 


volume and profits the year 'round. If you are 4 : F 
not Convention bound write The Squirt Company Beverly Hills, California 
for complete information, 








INVEST 
IN THE 


All ever the world 
Vaughan s bottle openers 
are the choice of those 
who want the best for 


their customers 


No. 277 EXTRA HEAVY DUTY BOTTLE OPENER 
A populor extra rugged opener. Made 
heavy steel in bright polished nickel finish 


Ne. 186 “LOCKTITE’ COMBINATION BOTTLE 
OPENER AND STOPPER 

A top favorite everywhere. Removes crown 
cap, then locks firmly on bottle top. Rubber 
gasket seals bottle air tight to preserve un 
used contents. Polished bright nickel finish. 


No. 179 BEVERAGE SPOON AND BOTTLE OPENER 
& perfect combination for mixing drinks 
Ideal for room service, Rugged steel finished 
n brightly polished nickel 


No. 206 WIRE BOTTLE OPENER No. 190 WIRE BOTTLE OPENER 
A pop ~ st opene Moa ‘ Rugged ond durable 


suge stee 


VAUGHAN MFG. CO. 


World's Largest Manufacturer of Bottle Openers and Can Op. sers 
3211 Carroll Avenue, Chicago 24 


Half-Century of Quality and Service 











Some of the outstanding fea- 
tures of the PRIESAND stain- 
less steel tank: 


@ Safer — Safety vaive built 
into the head 


@ Lightweight — single wall 
construction, eliminates use of 
lining 


@ Durable — built to outlast 
any tank on the market 


@ Attractive — polished clean 
to stay clean 


Liberal trade-in allowance on your present old, tin lined tanks 
toward the purchase of these new stainless steel tanks. 
ORDERS FILLED WITHIN 3 WEEKS 


Priesand Bros., Inc. tevas tne 








MODEL 5-H-5 
Adjustable 
Operating Arm 
<q j P 9g 


{ @ Productimeters aid you in 
uncovering losses along your conveyor lines. 
Constructed of highest quality materials . . . de- 
signed for hard usage and long service ... they 
give you dependable count on outgoing and in- 
coming cases. Always on the job, economically 
and continually providing the right answers at 
this important step in your production control. 


Send for Catalogs 51 and 55 on Case, 
Bottle, Can and Electric Productimeters. 


DURANT MANUFACTURING COMPANY 


1920 N. Buffurm Street 120 Orange Street 
Milwaukee 1, Wisconsin Providence 3, R. | 


PRODUCTIMETERS 


SINCE 1879 
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THE PERMUTIT PRECIPITATOR ASSURES 
YOU OF LOW ALKALINITY AT ALL TIMES! 


Good beverage water with /ow alkalinity content is 
the surest guarantee of zest and tang in a drink. So 
make sure of satisfied customers and repeat sales of 
your beverage by making sure of the water that goes 
into it! 

Permutit has the equipment you need . . . equip- 
ment that will control color, odor, hardness, tur- 
bidity and alkalinity. 

The new 3-Zone Precipitator is more compact and 


New design of this equipment 


gives easter maintenance, 
greater compactness— 





...GOOD 
BEVERAGE 
WATER! 


streamlined than ever before . . . and all internal 
mechanisms are factory installed, so no time is lost 
in on-the-job assembly. In one quick operation, 
Permutit equipment sterilizes the water, removes 
organic matter and turbidity, and lowers alkalinity. 
Then the water is polished by passing it through a 
Permutit Neutralite Filter. All taste and odor are 
removed by a Permutit Carbo-Dur® Purifier. 

Write for full information to The Permutit Com- 
pany, Dept. NB-10, 330 West 42nd Street, New York 
18, N. Y., or to Permutit Company of Canada, Ltd., 
6975 Jeanne Mance Street, Montreal. 


eliminates on-the-job assembly 


Water Conditioning Headquarters 


PERMUTIT 


ae 


\ for Over37 Years 
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MORE TRIPS PER CASE 
LOWER COST PER TRIP 


TREEN QUALITY COTTONWOOD 
BEVERAGE CASES STAND 
THE TEST OF TIME... 


The Treen name has been synonymous with 
quality for more than a half century, on bev- 
erage cases of every description. If you want 
a case duplicated or specially designed, con- 
tact us expecting a case supreme at an eco- 
nomical price, and dependable, prompt 
service. 


Foracarry-home we 
recommend our low 
4-compartment case. 
Wewill manufacture 
any type, stWe or size 
of beverage case to 
meet your specifica- 
tions and require- 
ments. Wire, write 
or phone JEfferson 
5-4490 for delivery 
information. 


TREEN BOX COMPANY 


Tioga and Memphis Sts., Phila., 34, Pa. 
“ACES IN CASES” For over so YEARS 


@eeeeeeveeeee eevee eeeeeeee eevee eeeeeee ee ee 


ELIMINATE! 
YOUR TANK GAUGING PROBLEMS 
with a MILK LEVELOMETER 
P-O-I-N-T-S the way to more profits 


EACH CAN BBO GALLONS 


CHECK YOUR 
DELIVERIES 
INVENTORY 
WITHDRAWALS 


LARGE GRADUATIONS 
EASY TO READ 
SIMPLE TO INSTALL 
ZERO RESETTER 


TODAY’S MODERN SCIENTIFIC ANSWER 
TO THE PROBLEM OF 
KEEPING ACCURATE ACCOUNT OF MILK 
DELIVERED TO YOUR PLANT 


FOR PRICES AND COMPLETE INFORMATION, WRITE OR PHONE 
SALES DEPARTMENT 


LIGHT 


AND EASY TO CARRY 


Put it where you 
need it! 


STANDARD LITEWATE 
Sectional Roller Conveyor 


—ideal for loading and unloading. Handles commodi- 
ties up to 60 Ibs.—moves bags, cases, cartons, hollow 
bottom, narrow, cleated and irregular packages or 
articles not suited to wheel conveyors. Less pitch re- 
quired—operates at grades as little as 4 in. to % in. per 
ft. Interchangeable spacing of rollers—from 1! in. to 
12 in. centers. Available in 10 ft. and 5 ft. straight sec- 
tions and 90° and 45° curves. Keep LITEWATE con- 
veyors handy in your shipping room—carry a section on 
your truck. For complete information write for Builetin 
NB-100 


STANDARD 
CONVEYOR COMPANY 
North St. Paul 9, 


Minnesota RAVITY & POWER 


CONVEYORS 
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THE LIQUIDOMETER Corp. 


36-30 Skillman Avenue, Long Island City 1, New York + Phone STillwell 4-1440 








Chemicals you live by 





Chemicals you lice by 


HI-TEST 


Bet on this clean deal in DIAMONDS 


In your plant, only one of these four highly specialized cleaners can be 
right. But the important fact is—one is exactly right. 

The line of DIAMOND ALKALI cleaning compounds for mechanical 
bottle washers covers every condition. By using the right one, you save 
a substantial part of the money spent for cleaners, and you get better 
results, more sparkling cleanliness. better lubrication of equipment, less 
lime deposit and you don’t waste workmen's time. 

Your DiaMoND Technical Serviceman can recommend for you the 
most efficient and most economical cleaner. He is a highly trained expert, 
capable of making a thorough checkup of your plant conditions. He 
will test the water, the residue and every other factor entering into the 
cost of bottle washing. Remember, factors aré always changing, your 
water hardness varies as months pass. Have a checkup periodically. 


Call your nearest DIAMOND sales oflice today. 


ln 
DIAMOND 





DIAMOND CLEANING COMPOUNDS 


DIAMOND ALKALI COMPANY ° CLEVELAND 134, OHIO CHEMICALS 
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“AT BOOTH 212 


to see for yourself 


the new Progress Portable 
Coolers, and learn how these 
‘Silent Salesmen” can help 
you develop a new, profit- 


able market for your drinks! 


THE BOTTLERS’ 
CONVENTION 


at the Civic Auditorium, San 
Francisco, from October 30 
to November 2, promises to 
be the best in history! Let's 
all attend! And, while you're 
there, stop by and see me at 


Booth 212! 


—J. Russert CALVERT 


Progre SS Repre sentative 


REFRIGERATOR COMPANY 
LOUISVILLE 1 * KENTUCKY 


THERE'S PROFIT IN PROGRESS 





save 1/2 the price 
of new equipment 


special offer on new 


Sterilizer 


64 case capacity per hour: 
extra set of heavy duty bas- 
kets: ASME standard speci- 
fications: tested and proven 

. @ real buy in a fine 
piece of equipment. Immedi- 
ate delivery. 


Mixing Tanks 
Two 1250 gal. stain 
less lined, cork in 
sulated, fan type 
agitated, rectangu- with accumulator 
lar mixing tanks and drives. Write 


Split stainless for further details 
overs 


Mojonnier fillers 
Two 24 spout stain- 
less steel Mojonnier 
fillers Complete 


available 
equipment 


pumps 
kettles 
filters 
conveyors 
Vi * liquid fillers 
iscolizer 
washers 

One union steam Two Resina cap sanitary 
pump stainless pers ir oo con- fittings 
steel Viscolizer lition homogen- 
Capacity 300 gals mati cac takes izers 
per hour 58 and 68 mm caps agitators 

P ‘ “ * tanks 

Write today for further information 


. vacuum 
prices and literature pans 


revolving 


EQUIPMENT COMPANY 
Liquid Handling Materials 
and Equipment 
2530 S. Wabash Ave., 
Chicago 16, Ill. 
Phone: DAnube 6-1344 


Resina cappers 











For Better Quality, Bigger Selling Beverages 


INSTALL A POLARSTIL 


Purifies and Distills 
Water for... 


LESS THAN | c 


PER GALLON 


The biggest help on the 
market today for boosting 
beverage sales. POLAR- 
STIL removes all impurities 

















— insures clearer, better 
looking, better tasting bevercges at an infinitesimal 
cost. Sales rise—markets expand, profits soar when 
your products are made with distilled water from a 
POLARSTIL. Write for full particulars. 


COPPER & BRASS MFG. CO. 


2734 N. Janssen Ave. « Chicago 14, Ill. 
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/CERELOSE 


aA 


(Pr unite: c 
CORA SYRUP 


BOTTLERS discover that more flavor “comes 
through” when Cerelose is used in the syrup 
bien« din Nz atu ~~ . for Cerelose is dextrose, 
a cae a gar fo -y n mature, well-ripened, 
flavorful fru ies. Po or a “high conversion” corn 
syrup, use Puritose. 

\ reliable source of supply, Corn Products offers 
you full technical service, without obligation. 


echnical service, no obligation 


CORN PRODUCTS REFINING COMPANY, 17 BATTERY PLACE, NEW YORK 4, N. Y. 
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OR THE 


-- SMALL 


There's a 
Schaefer Brush 
for every application 








BY SCHAEFER 


@ Every Schaefer Brush has been designed for a specific 
task based upon careful study and research. More than 40 
years of brush making know-how backs every 
Schaefer brush . .. your assurance of the finest 
brushes obtainable today. Each Schaefer Brush is fully 
guaranteed against inferior materials or faulty workmanship. 


Send Your Cleaning Problems to Schaefer 


SCHAEFER BRUSH MFG. CO. 


117 W. Wolker St., Milwaukee 4, Wis. 


The Hygeia— Bowden Single 
Valve Water Filter is a rapid 
flow type and removes sus- 
pended matter, turbidity, 
chlorine, iron, taste, odor 
and discoloration. 

These filters produce the 
clear, sparkling water essen- 
tial to good flavor, uniform 
quality and better beverages. 
They are available in various 
sizes and capacities. 

Ask for further information 


Bowden Single Valve © ©n these filters used widely 


Water Filter in bottling plants. 
Hygeia also makes the Lynn Self-Cleaning 
Stone Filter used in Bottling Plants 


HYGEIA FILTER COMPANY 


3430 DENTON AVE. DETROIT 11, MICH. 


“Custom-made” Beverage Cases are not manu- 
factured in standard sizes. Your individual size 
and shape of bottle dictates what their measure- 
ments should be. 

Remember, you have less breakage when bottles 
fit their cases. 

“Custom-made” cases are now obtainable. Write 
today for delivery information. 


THE GREEN COMPANY 


10 East 40th St. New York 16, N. Y. 


(Plant—Bellows Falls, Vt.) 
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“The best 


of 
them all” 








CONVENTION - BOUND? 
Bottlers are cordially invited to 
visit the Canada Dry Booth #1 160r 


our suite at the St. Franeis Hotel. 


U. S. License Department 
CANADA DRY GINGER ALE, INC., 100 PARK AVENUE, NEW YORK 17, N. Y. 
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VENDOR AND COOLER NEWS 


@ PLACEMENT 
FINANCING 
MERCHANDISING 


MARKETS 





cosTs 
SERVICING 


NEW MODELS 


Slated to bow in at the In Gary, Ind., the Superior 
Central Tool Bows ABCB show in San Fran 
Choice-Vend cisco next month is a new 


Sesennnbet Sees Beverage Co., Inc., which 

has placed a few selective 
fully - automatic 1 - flavor coin coolers in the terri- 
coin cooler known as the “Choice-Vend,” produced by tory, has thus far concentrated on supermarket locales 
the Central Tool Co Hartford, Mass Featuring a With machines sold outright to these stores, bottler 
pushbutton two-second delivery, this vendor is de Oscar Rosen reports dispensing volume as “fair.” 
signed to handle any bottle up to the 12-0z. size with Coin coolers vend and plug this plant’s varied line, 
out mechanical adjustments. Offering a selection of which includes Vess Cola, Dad’s Root Beer, Bubble 
up to 4 different brands, the Choice-Vend dispenses Up, and Waverly Brothers flavors 


a al of 108 drinks holds 40 more bottles in pre 


l incorporate a coin-changer 
With local manufacturers 
Public Relations entertaining over 100 
Sells Schools school teachers at a Busi 
ness Industry Education 
Day in Rhinelander, Wise., the local Coca-Cola plant 
itilized the occasion to garner some nice publicity for 
ending. As the day's program was keyed to the idea 
of showing educators the “inside” of industrial oper 
this bottler chose the theme that: “Coca-Cola 
Industrial Community by refreshing the 
he refreshed workman is a better work 
lay at the bottling plant showed sample 
in many o } factory loca 
nded, highlighting the bottler’s 
istrial productiy 
oca-Cola Bottling also put o in exhibit of the 


s it rendered to educational institutions, and 


CUP DRINKS FOR LOEW CINEMAS 

Typical of cup vendor installations now being made in 
theatres operated by the Loew circuit is this 3-flavor 
1,000-cup Refresh-O-Mat (Automatic Products, N. Y.). 
spotted in the Paradise, key New York picture palace 


ittention to automatic merchandising by postins 
the schools where Coke coin coolers are 
ng favorable word-of-mouth comme 
eachers and visiting tow1 
of the sound pub i (4,000 seats). Single and multi-flavor carbonated and 
School Market fo still” drink models will be placed in the chain's 140 
cinemas to make soft drinks available to patrons. 
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Fou r-flavor Spacarb 
Bottler Advantage In (N.Y 
Cup Vending 


1000-drink cup ma- 
chines have been added: to 
the vending operation of 
the Nesbitt Bottling Co. of Paris, Ky., with industrial 
and theatre locales reported among the better volume- 
producing sites. Bottler John W. Bell, Jr. notes that 
in the movie stops, some houses that screen “shoot- 
em-up Westerns” attract a better beverage-buying 
audience than larger theatres showing dramatic film 
fare. In some instances, primarily to meet the loca- 
tion’s request, Coca-Cola has been used as one of the 
selections in the 4-drink Spacarbs, but the bulk of the 
cup machine sales are registered by the plant’s private- 
label Bell’s Beverages orange, grape, and lemonade 
bottled as a 10-oz. drink). While Mr. Bell 


has assigned one employee, who is familiar with the 


flavors 


machine, to handle the cup vendor route, he points 
out that sirup-making for the bulk operation in 
tegrated into the existing plant set-up “at great 
savings,” while plant personnel and a spare truck 
have been used to move and install vending equip 
ment. He offers the opinion, based on his own exper! 
ence, that a bottler, who is in constant contact with 
the soft drink needs of locations in a territory, is in 
the best possible position to estimate the volume a 
spot might produce and to determine whether it’s 
sulted to cup vending. Mr. Bell also notes that since 
the bottler is fully familiar with sirups and car 
bonation, he’s qualified to utilize bulk vending equip 


ment to dispense a palatable thirst-quencher 


A novel mode of turning 
Stockholders Suggest 
Sites? 


up vending machine pros- 
pects is being tried by the 
Dr. Pepper Co. Along with 
the September quarterly dividend payment, stock 
holders received a business reply card on which they 
were invited to submit the names and addresses of 
locations as possible outlets for. D1 Pepper exclusive 
vendors “to increase the number of people drinking 
Dr. Pepper.” These leads will be forwarded by the 
parent company’s Vendor Dept. to local Dr. Pepper 


bottlers for direct solicitation 


Believing that cup vendors 
Trailerized Cup Vending Banger prlper svar gare 
and novelty appeal that 
can stimulate soft drink 
ich outdoor events as county and state fairs, 

Sastern refreshment concessionaire is testing a 
mobile group of bulk machines at such sites to check 
public reaction. Custom-built by the Stewart Products 
Corp., (Greenwich, Conn.), the “robot soda fountain” 
consists of 15 single-flavor 500-drink cup machines 
mounted on a trailer body. On its arrival at a fair 
grounds, central connections are plugged into local 
water and electric lines and the vendors are all ready 
for business 


To insure that an adequate water 


October, 1950 


COMPETITIVE COIN COOLERS 


Attracting a steady flow of thirsty motorists, auto 
supply stores, like service stations, can prove top 
vendor volume locales. This Firestone outlet in 
Phoenix. Ariz.. houses rival one-brand coin coolers, 
with a Dr. Pepper SelectiVend S-48 and a Coca-Cola 
V-83 vying for patrons’ nickels. 








supply is available in the event of some local con 
tingency, a special 250 gal. tank is carried as an 
emergency source Awnings on the trailer call at- 
tention to the unit and cool patrons in the shade 
while enjoying their thirst-quenchers, and though 
most of the machines dispense a variety of carbonated 
beverages, a couple feature “still” fruit flavors and 
a hot drink attachment can be utilized during cool 
weather. An attendant in charge of the trailerized 
vending set-up will load the machines with sirup and 


cups and handle maintenance 


As part of a nation-wide 
Cooler “Calculator “Under The Lid” manual 
Card” cooler program conducted 
by nearly 800 Coca-Cola 
bottlers, continued emphasis is being placed on get 
ting outlets to give increased drinkbox space to that 
beverage. As a sales aid, routemen have been using a 
“Calculator Card” which shows at a glance just how 
many bottles will fill one-third, one-fourth, or one 
half of a 2, 3, 4, 6, 10, 12, 18, or 20-case cooler. Stress 
has also been laid on the principle of “massing” Coke 
bottles in one area of the drinkbox, on the theory that 
a concentrated presentation of a single brand will at 
tract consumer attention as soon as the cooler lid is 
raised 

* 

As has been previously 
nmin oe * eee 

umns, the perennial debate 

over the relative merits of 
single-brand vs. selective coin coolers can be best as- 
sessed in the light of the marketing plans a particular 
plant has for its products. In Kansas City, Mo., the 
Eagle Dr. Pepper Bottling Co., which also bottles 
Squirt, Fruit Bowl, and Mason’s Root Beer, uses both 
types of machines. Bottler Lee R. Rubenstein utilizes 
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SelectiVends (Kansas City), rented at 


ase, to dispense Dr. Pepper and states 
vendor is preferable 


drink 


or equipment would be sold outright and not 


exclusive type of 


development of a bottler’s primary 


a rental basis it is almost impossible to 
brands a i will put in the selective 
Ideal 


City coin coolers to vend its com 


plant use Bloomington, Ill.) and 


beverages, selling the machines to the 
aunkiny the locations he has found best suited 
Mr. Rubenstein 

] 


stations, and schools as 


volume rates industrial 


his top outlets 
recent 


Writing in a 


Issue 
trade magazine 


Railroad Aye Mac G 


( tne 
Railroad Revenue 


Collins, Manager of Con 
New York Central road, comes 

observations on automatic 
irticle titled “Finding Money In 
After pointing to the pressure 
offset 


eration costs, Mr. ¢ ites 


idditional income to hel; 
OF 

n revenue, and notes such 
, 000.000) annuall " th Cust 


W hile 


this list, Mr 


Central Vending occuptes 


Collins goes on to ex 


field scarcely has been touched and 


je potential from sale of impulse 


from work with weclal departments ol 


that “Hot 


prediction tl t 
ind refreshment mact 


itions o 


offers 








7-UP AT THE 19th HOLE 


Sales and advertising are 
garnered by the 7-Up Iowa 
Co. from this Ideal vendor 
set-up at the Cool Crest 
Golf Links in Des Moines 
* where players and spec 
& tators can obtain a thirst 


quencher 





Getting a cup vending 


operation under way to 


Finds Orange Drink 
Best Seller 


supplement its coin cooler 
the Nehi Sot 
is using single-drink 
N. Y. 


After test-vending several Nehi non-carbonated drinks 


coverage, 


) Inc. of Hartford, Conn 
pre-mix Refresh-O-Mats (Automatic Products, 


in various types of locations, bottler Philip Krasnow 


told the “Cooler Corner” that he is currently featuring 


Nehi Orange in all of his 11 cup machines, 


beverage enjoys about 20° more consumer accep 


tance than the oth “still” flavors. Sites selected fo1 
the 300-drink 
include youth centers, where teen-agers meet and play; 
theatres; banking 


ete As yvardsticks In spotting this type of cup equi} 


vendors as year-round volume producers 


large supermarkets; institutions, 


ment in industrial locales, Mr. Krasnow suggests pick 
ing a plant that employs a minimum of 200 workers 
Nehi's cup 


firm’s regula 


and which has no cafeteria. At present, 


and bottle vendors serviced by the 
driver-salesmen, as the routes are not conside red large 
merchandising 


enough to warrant a special automatic 


department. While this plant regards its cup operation 
as too new to determine whether the machines have 


stimulated its bottle volume, Mr. Krasnow points out 


that there's ) way of getting paid sampling 


a product 


Federal building 


post office 


\mong 


locations, sites 


Post Office Potential? 
overlooked 


ire frequently 


by bottlers as coin coole? 


prospects because vending machines are barred there 


Howeve) arink equipment can be 


the-scenes t draw from 


Ul patronage 


letter carrie 


vorkers, 


ions have Deel “above 


serves the clock needs 


major sott 
operations 


5-Plant Vending 


Program Carolina is 


ity, Kinston, New Bern, 
While 


which serve 


R. Roberson 
these firms 


tate, headquarters in the 


j " " , 
eXer ion Of sales policy 1s local 
president t notes 


Roberson, Jt 


| } ; wy 
ian i its ow! 


cooler de part 
inder the 
argetl 
restrict ven 
as schools.” Ir 


] 
ieS a 


every plant bo 


including 7-Up, Pal, Sun 


Crest, Vir 


herry Blossoms. Mr. Roberson told 


Bloomington, Ill 
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ANYWHERE FROM COAST-TO-COAST! 


44 ‘‘on-the-spot’’ locations ready to help 
you increase beverage sales with a complete 
program for Beverage Coolers! 
Naturally. you'll want to be sure your Beverage Cooler 
Program is right in every respect. Kelyinator’s field-tested., 
time-proved plan is right and covers everything you need 
for selling. financing and servicing coolers 

This program makes it easier for you to open new stops 


and to replace old or ice coolers in existing stops. Remem- 


Cut out coupon. Paste 


on penny postcard and 


Cooler. Aleo 


mail today! 


Mail this coupon today 


and receive by return mail 


this booklet crammed full NAME 


of valuable information on 
how to sell, service and 
finance your own Cooler 


Program 
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Gentlemer 


own Cooler Program 


ber. every cooler you place which bears your name means 
an increase in beverage volume for you! 

There's a nearby Kelvinator distributor who is anxious 
to serve you... and there's no cost or obligation. He'll be 
glad to explain how Kelvinator’s “Meter Plan” enables 
your dealers to use—and own—a Kelvinator Beverage 
Cooler for just a few cents a day. For full information, 
just fillin and mail the coupon below. 


Beverage ( 
a Cooler Department, N 


Plymouth Road Detroi 


sSH-KELVINATOR Cy 


, IRPORATIC x 
142, Michigan 5 
Please send tue 


rend me withou 


Operating Guide 


ontaining 


STREET ADDRESS 











VENDS VERNOR’S 


Strategically spotted coin 
coolers, such as this unit in 
a Detroit office building, 
are credited by the James 
Vernor Co. as accounting 
for a ‘substantial portion” 
of its sales increase. Be- 
cause Canadian nickels 
are common in Detroit, 
signs calls attention to the 
fact that the machine does 
not accept the coins. 





selective vendors being featured in a current 


vendor placement drive. Explaining the move, he ob 
served: “With this type of unit we can vend our other 
products and give the public a choice of flavors.’ 
Looking upon automatic merchandising as a sales tool 
that can develop new markets and consumption, bottler 
Roberson stated: “We have vendors in_ practically 
type of outlet, but we try to use these units to 
our distribution. With this in mind, we have 

p a considerable number of new outlets such 
schools, factories, and other outlets where no fa 


available for handling beverages except in 


vell pleased with our progress 


News Co. conces 


Union 


firm specializing 


Lyon in Boston Subway ~ 
nsportation locales, is 
some two dozen 
endors in Boston subway stations 
act, awarded by that city’s Muni 
ithority, Union News will pay a 25 
K machine sales 
Vendors, built fo 
Holvoke Mass ure 


1400-drink capacity 


yuaranteeing a 


previously 


Philadel 


British-Built 
Coin Coolers 


ions and colonies where [| 


Wash & Drink 


1c sites, 


while waiting for their clothing to be 


iwarded in 


machines may be exported to various British domin 


S. brands are now bottled 


under franchise 


Bottlers who have placed 
coin coolers in launder 
ettes report good summe! 
volume in these self-serv 
where customers often patronize vendors 
laundered 
Warm weather produces plenty of soiled garments, 
bringing as many as 200 patrons to some washeries 
on a busy day. Some stops have been moving over 
5 cases on Mondays, traditional washday, and on 
Saturdays, when working housewives take time off 
to get their laundering done. With female customers 
predominating, and many bringing youngsters along, 


flavors have been a popular selection 


That miniature music box 


“Miniatures” Move described in the May “Cool 


In Atlanta er 


scale model of a Coca-Cola 


Corner’, which is a 
cooler that plays the Coke theme song when opened, 
is being sold in the Atlanta area by driver-salesmen 
of the local bottling plant. Offered to outlets by the 
men as they make their regular delivery rounds, the 
program enables routemen to pick up extra commis 
sion earnings, and the sale of 60 these miniatures 


in a single Atlanta office building enabled one man 


to pocket an added $15 over his regular wage Used 


as paperweights, gifts, prizes, etc., the music boxes 


carry the Coke color and insignia and are regarded 


aus a useful medium to carry the bottlers sales mes 


sage. Plans are also reported under way to have some 


dealers stock the miniatures for resale to the general 


mublic 


Writing in a recent issue 


of the “Exhibitor,” motior 


Movie Labor-Saver 
picture trade journal, Wil 


bur England, vice 


the ABC Vending Corp., which 


imber of manual refreshment 


nk vendors in theatres, cited the labor 


of automatic merchandising. Pointing out 


direct labor cost of a well-run stand should 


its gross receipts, Mi 


slack periods during the average 


ig day when the limited attendance 


tou 


nsequent limited snack patronage does not wat 


However, since there 


tand emplovee’s wage 


cinema-goers in the theatre who want re 


freshments, vendors can be used as supplementary 


salesmen to serve them. He also notes that vendir 


meZZanines 


strategically spotted i! 


loor, pulling ad 


more than one ft 


patrons baleonv areas 
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it is IMPORTANT... 


that you visit BOOTHS 953-5-7-9 
A. B. C. B. EXPOSITION 


OCT. 30 - NOV. 2 


“The Largest Selling 
SELECTIVE VENDER 


IS SHOWING, 
FOR THE FIRST TIME 


BRAND NEW FEATURES 
AND IMPROVEMENTS 


IDEAL Despenser Company & € 





y 


Again, Users of 80,000 
NATIONAL CHANGERS 


wef ahead with 


NATIONAL’S 
PORTABLE 


(DOUBLE-DUTY) 


TESTER | 


For ON-LOCATION spot 
checking of both the 
vending and the coin 
mechanism. Saves time, 
helps keep vendors in 
100% operation. 
Quickly pays for itself 
many times over. 


ber 4700 
Every well known vending machine ‘ $ ] 35 L{e) 
contains NATIONAL equipment! , 


e@eSLUG REJECTORS Test Lamp 
e COIN CHANGERS 
@ ACTUATORS e SWITCHES 
@ RADIO TIMERS 
@ Quick Conversion Units 
e@ Variable Coin 
Assemblies 
Many More 





TESTER, PHOTOED ACTUAL SIZE 


Menrenee 


5100 SAN FRANCISCO, ST. LOUIS 15, MO. 


NEAR YOU, A NATIONAL SERVICE CENTER WITH FACTORY TRAINED ENGINEERS READY TO SERVE YOU: NEW YORK, CHICAGO, ST. LOUIS, LOS ANGELES 
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ALABAMA 
W.M 


Kist Bottling Co. of Haleyville from 
Mrs. W. F. Dillard 


3urnett has purchased the 


CALIFORNIA 


4 new warehouse is under con 
struction by the Coca-Cola Bottling 


Co., Madera 


GEORGIA 


Seven-Up Bottling Co. of Nort 


east Georgia, at Gainesville, has 


completed. construction of a 20x 4Q 


ft. storage addition. New equip- 


HAVE A DAD'S 


To help make its recent sam 
pling drive a success, Dad's 
Root Beer Bottling Co. of Los 
Angeles hired these lovelies to 
attract attention to the product 
(ahem)! Real thoughtful of the 
company. we'd say. 
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ment recently installed by this plant 
includes a Cem 250 gpm saturator 
and a 10 hp Potter and Rayfield 
cooling unit. A new Ford truck has 
been added to the delivery fleet 

Southern Bottlers & Distribu- 
tors, Inc., will shortly begin opera- 
tions in Marietta. The new bottling 
South- 
ern Delight 7-ounce flavors, and 32 
Yorker 
Owners of the firm are Raymond 
Reed, Al Jones, and B. L. Walker 


The latter’s son, Mickey, will man- 


establishment will produce 


ounce New Ginger Ale 


age the plant 


IDAHO 


Construction has been completed 
on the new plant of the Old Faith- 
ful Beverage Co.. bottlers of Pepsi 
Cola, Seven-Up, Hires Root Beer 
and Kist Beverages at Idaho Falls 
The former plant building was de- 
stroyed by fire a little more than a 


year ago. The new plant is a 


“sprawling one-story structure, 150 
x 140 ft., 
ng 8,100 bottles per hour. It oper 
ates.14 trucks. The firm is headed 
by Robert H. Rust, president. Other 
officers are A. R 


dent; O. B. Wright, secretary-man 


and is capable of produc 


Rust, vice-presi 


ager; Raymond Nugent, plant su 
Wright, 


manager of the Pocatello branch 


perintendent; and R. G 


ILLINOIS 


Reimer has been granted 


BOTTLER 
BRIEFS 


the Kist franchise for the Joliet 
area. Mr. Reimer was a Kist bottler 
for many years before World War 
I] 


INDIANA 


Kist Bottling Co., 
been reorganized, with 
and J. M 


Elkhart, has 
tobert File 


Tassell as owners. 


MASSACHUSETTS 
Alton H. 


signed his position as field man 


Krueger recently re- 


ager for the U. S. License Depart- 


ment of Canada Dry Ginger Ale, 


OLD AND NEW 

Coca-Cola bottles, old and new, 
are examined by two Coke vet- 
erans—Paul Schmidt, president of 
the Coca-Cola Bottling Co. of 
Louisville, Ky.. and William j. 
Hobbs, president of the parent 
Coca-Cola Co., Atlanta. Photo was 
shot during celebration commem- 
crating 50th anniversary of the 
Louisville operation. 











Inc., to become president and gen- 
eral manager of the Canada Dry 
Bottling Co., Springfield. Mr. 
Krueger will be associated in the 
Springfield enterprise with Wendell 
Berman, treasurer of the firm since 


City, recently opened a branch oper- 
ation at Butler. The new plant, 
managed by Edward Harper, will 
service Bates County. 


NEBRASKA 


it began production of the complete Central 


‘ é Beverage Co., Inc., at 
Canada Dry line eighteen months 


Grand Island, has been purchased 
ago. 


by Paul Larson, Donald Wetzel, and 
Harold Schuessler. The operation 
was formerly owned by H. A. 
Rinder, Sr. and H. A. Rinder, Jr. 


MISSOURI 


Seven-Up Bottling Co., Kansas 


Want to put your name on a 


really 
good 
cola ? 


Then don't fail to see 


MarBertT 


at the 


& 


EB 
B exposition 


In San Francisco, visit the MarBert Booth, No. 122, at 

the ABCB Exposition, for samples and full details 

about the MARBERT PLAN which lets you test MarBert Cola 
in your own market. It’s a sure-fire way to pick a 


winner! Or write for complete information and prices to: 


19 E. LOMBARD ST 
BALTIMORE 2, MD 


MaRBERT PRODUCTS, INC. 


YOU CAN’T BUY A BETTER COLA CONCENTRATE THAN MARBERT 
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IN THE NEWS... 
ER rao 


Peter Cicero, center, plant super- 
intendent of the Blackhawk Bot- 
tling Co., bottlers of Bubble Up in 
Rockford, Ill., receives a trophy 
marking the victory of the com- 
pany’s bowling team in a local 
keglers’ league. 

- a e 


J. C. PITTMAN 
Prominent attorney who also is a 
North Carolina State Representa- 
tive, has secured Double-Cola 
franchises for his two bottling 
plants. These new Double-Cola 
plants are in Sanford and Rock- 
ingham, N. C. 

© es * « 


ca Fads 
pe ae 


FATHER-AND-SON TEAM 
H. E. Ewell, right. owner of the 
Mission Orange Bottling Co., Nor- 
walk, O., checks an outgoing load 
with his son. W. A. Ewell, who 
helps in the operation of the busi 
ness. 
7 e a - = . 
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NEW YORK 

Greenport Kist Bottling Co., 
Greenport, recently suffered consid- 
erable loss from a fire. 


NORTH CAROLINA 

Kist Bottling Co., Chadbourn, is 
currently conducting an intensive 
radio advertising campaign. The 
operation is managed by Odelle 
Baucom ... Cherry Smash Sales Co. 
of North Carolina, Inc., at Durham, 
was recently incorporated, with 
maximum authorized capital stock 
of $100,000. Incorporators include 
Sterling Nicholson, T. Y. Milburn, 
and C. Brooks, Jr., all of Durham 


OHIO 


John W. Kollar has purchased the 
interest of Ray Caromosino in the 
Kist Bottling Co. of Cleveland. Mr 
Kollar has been part owner and 
manager of the business for several 
years Vess-Jones Beverage Cx 
Columbus, has been named local dis- 
tributor for White Rock sparkling 


water and ginger ale 


OKLAHOMA 
Grapette Bottling Co., at Tulsa, 
has been purchased by Mr. and Mrs 


H. H. Thompson. Mr. Thompson has 


promoted Ira Gassaway to route 
supervisor, and has retained Ray- 
mond Greener as production man- 
ager. Mr Thompson *s son, Bill, as- 
sists in the operation. Harold 
W. Williams has purchased the B-1 
Bottling Co., Watonga. Forme: 
plant owners were H. C. and Paul 


Roark 


OREGON 

A new 50 x 100 ft. plant for the 
Coca-Cola Bottling Co., Bend, is now 
under construction. Rex Thomas is 


manager of the operation 


PENNSYLVANIA 

Lambert Distributing Co., Beth 
recently changed its name to 
Bottling Co. of Bethle 

operation is owned by 
Strohl and Mrs. Jean Strohl 

Coca-Cola Bottling Co 
headed by W. S. Woodson 


its 90th anniversary 
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Kist Bottling Co. of St. Paul, Minn., supplied the answer when it erected 
this display in a local supermarket. It's neat. It's at eye level. It's sur- 
rounded by point-of-purchase material. It's placed near foods around 
which there is heavy daily traffic. ‘Nuff said! 











THREE NEW PLANTS 


Top—Canada Dry Tri-City Bottling Co. of Bristol, Tenn.. recently began 
operations in this beautiful new plant under the leadership of president 
Fred Reuning. Sixteen counties will be served. Center—Newly-completed 
Seven-Up Bottling Co. plant at Norfolk. Nebr., features a loading ramp 
for semi-trailers. It is a subsidiary of the Seven-Up Bottling Co. of 
Omaha. of which J. Gayle Sawicki is manager. Rex Harding is man 
ager of the Norfolk operation. Below—This is the new home of the 
Grapette Bottling Co. of Albany. N. Y. Actually situated in suburban 
Watervliet, it is headed by Leland J. Holland, president and general 
manager. 











STOP Contamination! 
... Use 


“TRI-CLOVER 


FITTINGS-VALVES 
PUMPS-TUBING 
and SPECIALTIES 


Let Tri-Clover corrosion specialists rec- 
ommend the right type of fittings, valves, 
filters, pumps and tubing to meet your spe- 
cific requirements . . . at lower over-all cost 
to you. 





SANITARY FITTINGS . . . available in a complete 
line of Stainless Steel and Tri-Alloy types, from |" 
thru 4" O.D., to meet all sanitary code requirements. 
Many exclusive items and manufacturers specialties 
incorporating patented design and mechanical feo- 
tures. (New reduced prices now in effect.) 


FLANGED TYPE Conical End FITTINGS... 
fabricated from stainless steel type 316 for 
use with light gauge tubing having outside 
diameters from |" thru 4". Easily assembled 
with lightweight; high strength couplings (as 
shown), which provide an extremely compact, 
flush, leak-tight union for working pressures 
up to 250 psi. Complete line of ells, tees, 
crosses, adapters, etc. 


Recessed-End FITTINGS .. . a new, complete line 
of ells, tees, crosses, etc., for soldering, brazing or 
socket welding . . . provides fast, low cost line in- 
stallation—available in stainless steel types 304-31 6- 
347, in sizes from ¥4" thru 10", O.D., Pickled or Pol- 
ished finishes. 


SCREWED FITTINGS . . . complete range of fit- 
ting and valve types, in Stainless Steel type 304-347- 
316. Clean-cut, accurate threads match standard 
1.P.S. piping. 


TRI-CLOVER —" PUMP HEADQUARTERS" for all 
centrifugal pump needs, offering a complete line of 
sanitary, brine and water types in o wide range of 
sizes and capacities, for clear and heavy liquids and 
semi-solids. Available in Iron, Brass, Nickel and 
Stainless Steel. 


Follow the example of users like Coca-Cola, Pepsi-Cola, Canada Dry, Dr. 
Pepper, Vernor, Seven-Up . . . use TRI-CLOVER products for guaranteed 
satisfaction. Send sketches of your layouts for our recommendations, Call or 
write for full details. 


— 





nj. yy RRSP Ee }_| 


MACHINE CO. Pan ell 


Kenosha. 8 South 
me ree ‘ | 
a OS Michigan 
: Avenue 
TRIALLOY AND STAINLESS STEEL Chicago 3 
SANITARY FITTINGS, VALVES. e 
PUMPS, TUBING, SPECIALTIES 


FABRICATED STAINLESS STEEL 
INDUSTRIAL FITTINGS ANC 
INDUSTRIAL PUMPS U.S.A 


THE Complete LINE 


TENNESSEE 


Coca-Cola Bottling Works, Inc., 
at Rockwood, is erecting a new 
$150,000 plant. Mrs. J. G. Repsher 


is president of the organization. 


TEXAS 
W. Barker Preddy has resigned 


his position as franchise director of 


W. B. PREDDY 





the parent Grapette Co. to become 
general manager of a group of six 
Grapette plants in Texas, owned 
and operated by W. L. Pickens and 
Associates of Dallas. Mr. Preddy, 
an 18-year veteran in the soft drink 
field, will headquarter in Dallas. . 
Construction has been completed 
on the new plant of the Coca-Cola 
Bottling Co., at Port Arthur 


EVERY DAY A HOLIDAY 


Effective Canada Dry window 
display in corridor of Hotel Roa- 
noke, Roanoke, Va., is themed 
Life of the Party All Year Long.” 
Company products interspersed 
with noisemakers. party hats and 
colored paper streamers, are 
backgrounded with calendar 
pages for many months of the 
year. 
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Clicquot Club Bottlers Launch 
Dealer Promotion 


A new dealer promotion, in which 
retailers will receive special prizes 
for sales cooperation, has been 
launched by Clicquot Club bottlers 
throughout the country. The pro- 
gram is designed to increase sales 
by providing dealers with added in- 
centive to push Clicquot Club prod 
ucts 

Specifically, bottlers will work 
for more and better shelf space, de 
partment and window displays, and 

price marking 
tailer will receive a book 
listing more than 200 dividends 
which he may receive in return for 


cooperating with his Clicquot Club 


supplier 


New Goody Bottlers 


The Goody Co., Mihneapolis, 
MODERN, ATTRACTIVE, EFFICIENT 


Brand new, $175,000 plant of the Clicquot Club Bottling Co., Harrisburg. 
Pa., combines artistic beauty with industrial efficiency. Below, veteran 
new Goody Root Beer bottlers are: bottler Gottfried Heberle. Sr., sits before the inspection lamp of the 
; 28-spout CEM de luxe filler, part of the ultra-modern equipment in the 
American Bottling Co., Grand new plant. Other major equipment includes a CEM mixer. Meyer- 
Forks, N. D.; Dr. Pepper Bottling Dumore washer, and Mojonnier carbonator. Heberle’s five sons run the 


é d : business. 
Co., Fargo, N. D.; Fuhs Bottling 


Co., Ottumwa, Iowa; Harra Bever- 


Minn., last month announced the 


issuance of five new franchises. The 





age Co., Oshkosh, Wisc.; and Steu 
ber Beverage Co., Park Falls, Wisc 


New Food Processing Firm 
Formed On West Coast 


The Blair Holding Corp. and the 


Golden State Co., Ltd.. two Cali- 
fornia concerns, have joined in 
forming Western Industries, In 
which is to devote its attention to 
food processing and distributior 
The new company will have a cap 
ital of 2,600,000 shares of stock, 


with the Blair interests owning 51 


I tir Holding Cory : 
varied holdings in the food busi A FAMILY AFFAIR 


ness in lifornia. It owns outright When A. Roy Greene purchased the Double-Cola Bottling Co. of Nash- 
+} : —n > : p ville, Tenn., in 1949, he was sure of having an actively interested ‘staff’ 
the Pepsi-Cola Bottling Co. of Los to help him. That's because he engaged as his chief assistants his five 
a 28 percent stock sons—Roy. Jr.. O’Brien, Charles, Robert and Joe. Under this sextet’s man- 

. agement, the plant has shown a substantial increase in volume, and 
Lucky Stores, Ini three trucks have been added to the delivery fleet. 


popeorn vending ma 








bakery outlet supplying supermar- Nickel and Dr. Pepper Bottling 


kets. Works, of Exmore, Va., died Au- 


is primarily a dairy 
oncern, operating largely 


r It recently quired Cc. A. Orange gust 9. Mr. Orange was prominently 
rnia t cent acquired ° . 
erest in a chain of supermat Charles Anderson Orange, 76, identified with the business, social 


Los Angeles, as well as a owner and operator of the Big and fraternal life of Exmore 
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“You've Got to Promote 
the One-Way” 


7: a man knows his costs and has 
volume sales, he can profitably use 
the no-deposit bottle—provided of 
course that he is prepared to get 
this new package rolling by solidly 
promoting it. Without doing these 
things, a bottler had better stay 
away from the one-way.’ 

Thus, Roy Deary, owner-manage? 
of Arctic Beverage Company, Sac- 
ramento, California, sums up his 
views on the sales and profit possi- 
bilities of merchandising soft drinks 
in the one-trip bottle 

Mr. Deary has firsthand knowl- 
edge of his subject. The bottling 
company which he heads adopted 
the non-returnable bottle nearly a 
year and a half ago and since that 
time has enjoyed excellent success 
in marketing the package through- 
out the Sacramento Valley and in 
surrounding areas in California and 
Nevada. 

The Arctic Beverage Company at 
the present time is bottling nine of 
its flavors in a 28-oz., flint one-way 
bottle. Bubble-up, a lemon-lime type 
beverage, is bottled in an emerald 
green, single-trip bottle of the same 
size. Single-trip bottles used by 
Arctic are manufactured by the 
Owens-Illinois Glass Company. Lab 
els are supplied by Crocker-Union, 
San Francisco. Crowns are supplied 
by the Western Crown, Cork & Seal 
Co., San Francisco 

When it was decided that the 
Arctic Beverage Company would go 
bottle, Mr 


Deary was the first to follow his 


into the singie-trip 
own recommendations. He knew his 
costs, of course, but he also knew 
that sales volume was necessary in 
order to hold down costs 


The first step was to put the 


Consistent promotion—backed 


This semi-circular display of Arctic Club Beverages in the beverage 
department of a Sacramento food market was notably successful in 
increasing sales. Most grocers like the single-trip bottle, because it does 
away with deposits and refunds, eliminates handling of empties. 





company’s advertising agency to 
work at once upon an advertising 
program for the new packages. The 
advertising developed for the kick- 
off of the campaign was notable in 


several respects. 








In the first place, the opening 
newspaper ad was designed to run, 
single-column, on the extreme right 
of the page, a full column deep. 
Copy also continued across the en- 
tire bottom of the page, eight col- 





Here is one of the big outdoor advertising displays utilized by Arctic 
Beverage Company, of Sacramento, California, during the past season 
to promote its 28-oz., one-way beverage package. This display is of the 
popular “Day-Glo” type which can be seen at night. Sixteen of these 
displays were used in and around Sacramento. 





up by dealer cooperation and a competitive selling 


price—is the key to profitable merchandising of the no-deposit bottle. So says a 
bottler who is successfully marketing a non-returnable package... and tells how. 
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umns wide, seven inches deep Asa 
result of this unique arrangement 
the Arctic Club advertisement dom 
inated the page on which it ap 
peared and provided almost the 
same effect as a full-page ad 

Color was also utilized for the 
opening advertisement. The art 
work portrayed a beverage pouring 
out of a bottle in a steady stream, 


the beverage being light orange in 


effect of hitting the reader right 
between the eyes 

The advertising program, as pre- 
pared, called for the opening ad to 
be followed by other ads gradually 
reduced in size as the campaign 
developed and consumers gradually 
became more familiar with the 
product. One column, four-inch ads 
were followed by one column, two-- 


inch and then by two column, one- 


4 arctic 
’ CLUB 
BEVERAGES 


color. This ad did more than at inch. Mats were made up of the 


tract reader attention. It had the smaller ads for insertion by food 


TRAVELING AD DISPLAY 


Arctic Beverage has not over- 
looked its own fleet of delivery 
trucks in promoting its no-deposit 
bottles. All trucks carry this eye- 
catching sign on back panel. The 
penguin is a fixture in all com- 
pany advertising. 





HEADQUARTERS for 
Compact, Inexpensive Bottling Equipment 
For Still Drinks! ... 





stores and other retail establish- 
ments In connection with their own 
advertising. 

Seeking a means of conducting a 
sampling campaign by which new 
customers could be made acquainted 
with Arctic Beverages as well as 
with the convenience features of the 
non-returnable bottle, Mr. Deary 
had a large number of postal cards 
printed for a special mailing to resi 
dents in the area. These cards, when 
presented at retail markets, en 
titled the bearer to one free bottle 
of beverage in the new one-way 
bottle with the purchase of one 
bottle at the regular price: 

The response from this mailing 
was excellent. In addition to intro 
ducing the new bottle to the public, 
the cards had the desirable effect of 
. . for simplicity of design . . . for trouble-free creating numerous new customers 


performance . . . for sound value . . . for handsome for Arctic Beverages. Approxi 


9 — ‘ | O00 == ’ ao 
appearance . . . ard you'll choose MS Equipment mately 60,000 cards containing the 
‘ f — . free offer were mailed 
for bottling fruit drinks, chocolate and other non- 
Dinner meetings were arranged 
carbonated beverages. oc 
with the important key chain store 
and supermarket operators. Repre 
Illustrated above is the MS 10 tube filler, complete sentatives of nearly all the large 


with MS engineered conveyor, polished stainless supermarkets in the surrounding 


attended the 


steel base. Capacity 120 cases per hour. Available meetings, and 


° ° ° -— store manager Was present 
in a variety of sizes and capacities. 
these dinner gatherings Mr 


write to... ary gave the store managers and 


MACHINERY SERVICE 


633 E. Main Street ° 


sors the background and the 


COMPANY ) ah which had prompted his 


adopt the single-triy 


Arceti 


Louisville, Kentucky 








vinted out that 
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Club had decided to go into this 
container and to promote it exten- 
sively in order to give retail out- 
lets a convenience package they had 
been wanting for years. At the 
same time, he stressed the point 
that in order to hold down produc- 
tion costs, volume was absolutely 
necessary for the success of the 
venture 

The grocers were told they could 

ntroductory job with the one 
verage bottle in a matter of 
eeks and at very little ex 
» them if they would get be 
new package and display it 
properly in their stores. 

As it developed, the high point 
of every meeting was the presenta- 
tion of Arctic’s advertising pro- 
gram. Retailers were impressed 
the opening ad in.color which was 
scheduled to run in ali the local 
publications, including the Sacra 
mento Bee, the Sacramento Union 
and the Shopping News. Here was 

concrete evidence of adver- 


ipport on the part of the 


ry instance the meeting 
th the bottler receiving 
orders from each of the individual 
stores represented for a minimum 
cases. What is more, he re- 
d promises of cooperation in 
form of large floor displays, 
of refrigerator space and 
le-In advertising. One store group 
requested, and later received, a 
number of big signs, 30 feet long 
and three feet wide, to put up in 
side their stores 

weeks after this series of 
tory meetings, bottling oper 
th the one-way bottles 
were under way and displays were 
being installed in retail outlets 
Newspapers ran the big introduc 
tory ad in colors People who had 
yut and heard about the new 
saw them displayed i: 

tood markets 


ks after displays of Arc- 
verages in the no-deposit 


appeared in 


Sacramento 


numerous stores in 


i number 


30 to 65 cases per week 
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Store managers in general were selling price of 15 cents, two for 29 
more than pleased with sales result- cents, the 28-oz., non-returnable 
ng from the initial displays, com- bottles of Arctic Club Beverages 
ing as they did well in advance of were competitive with other well- 
the usual hot weather demand for known brands in returnable bottles 
beverages selling in that area. Retail price for 
: ue a case of 12 bottles was $1.69 

Price Is Competitive This combination of a well-known 

One of the principal factors line of quality beverages, packed 
which caused Arctic’s one-way bot- in convenient no-deposit, no-return 
tle to catch on as rapidly as it did bottles, at competitive prices and 


with the consuming public was the supported by an aggressive adver 


pricing of the products. At a retail tising and merchandising campaign, 


Cut 


Fleet-Maintenance 


Costs 
FREE BOOKLET 


tells how! 


ESS fleet off-the-road time—that's what you get when you use 


economical Oakite materials for such service jobs as: 


© Body washing e Cleaning parts before repair 
e Degreasing chassis, motors ¢ Steam cleaning 


e Descaling cooling systems e Paint stripping 


You get fast, thorough removal of road film, grime, grease, rust, 
with a minimum of scrubbing, scraping, wiping. You get trucks 


back in service in. less time, at Jess cost. 


FRE booklet tells how to get full value from your mainte- 
nance dollar. Write. Ask for Booklet No. 4401R7. 


OAKITE PRODUCTS, INC., 276A Thames St. NEW YORK 6,N.Y. 


Technical Sernce Representatives in Principal Cuties of U.S. & Canada 


_qyaize INDUSTRIAL Clean, 


OAKITE 


ct 
AT ep av’ 
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was 





in large part responsible for 


prompt acceptance of the product 


by the consuming public 


The Arctic Beverage Company 


has 
vain 
tion 


it ol 


not permitted the momentum 
ed 


to die down and the advantages 


n the introductory promo- 


ttained from this campaign to 


be lost. Advertising has been con- 


tinuous and effective during the 


past 


year, although, naturally, not 


on the scale of the opening promo- 


tion 


\ 


~“ 


More and more emphasis has 


Stop up the 
EUE APPER 





2B OF YOUR 


been placed upon tie-ins with food 
store advertisements, for which the 
bottler furnishes an assortment of 
mats for insertion in the food store 
ads 

Food store operators have been 
encouraged to build attractive floor 
displays of Arctic Club Beverages 
for which the bottler has provided 
an assortment of merchandising 
aids and _ point-of-purchase' ma- 
terials. Mr. Deary has operated on 


the theory that three cases of bev- 


ay 


. 
’ 


’ BEVERAGES - 


| with 


a 


G 
tC 
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°°>> PEACOCK BRAND 
A 'Certifiea Food Colors 


For taste-tempting, sales-bu 





ilding “eye appeal 


look to Stange’s Peacock Brand for brilliance, 


uniformity, purity, 
in coloring your products 

For more than 
have depended on Stange 
laboratory facilines are at 





g WM, J. STANGE CO., CHICAGO 
Je. WITH 


“SILENT PARTNERS IN FAMO 


decades, lead ng pr ducers 
Our technical skill and 
your service 

May we help you solve wr color problems 


12, ILL. Dept. Nag 


convenience and iccuracy 











TANGY} 


US FOODS'"' 


erages used in a store display in a 
good traffic spot are more valuable 
in promoting sales than three dozen 
cases stacked in the back room 
where the shopper is unable to see 
them. 

Arctic Beverage Company is also 
utilizing outdoor advertising to 
good advantage. During the past 
summer 16 big outdoor signs of the 
“Day-Glo” type which show up at 
night were used in and around 
Sacramento. All feature the no-de- 
posit, no-return advantages of Arc- 
tic Club Beverages. 


Other Promotion Used 


Other promotional mediums not 
overlooked by this alert bottler are 
the company’s own delivery. trucks 
The trucks use the same _ color 
scheme followed on the bottle labels, 


light blue body with lettering ir 
dark blue and white. In addition to 
the large penguin, which is the 
symbol of Arctic Club Beverages, 
the rear panel of each truck carries 
the notation “In No Deposit—No 
Return Bottles.” 

Although each one-way bottle 
used for Arctic Beverages carries 
the message of “No-Deposit—No- 
Return” in blown-in lettering on 
the bottle, Mr. 


a step further. Labels convey the 


Deary carries this 


same message in bold letters at the 
top, where it is almost impossible 
for prospective buyers to overlook 
them 

In addition to the Sacramento 
area, Arctic Beverage Company is 
now distributing its no-deposit 
packages in Stockton, Lodi, Red- 
ding, Chico and surrounding areas 
in California, as well as in Reno, 
Nevada. 

The success with which Roy 
Deary and Arctic Beverage Com- 
pany has developed and increased 
the market for its single-trip pack 
age in something less than a year 
and a half is the best indication 
that this phase of the business will 
continue to develop and expand. The 
growth of the business certainly 
has not been accomplished without 
effort. It has required careful plan 
ning, 


adequate preparation and 


hard work 
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The NEHI LINE 


is the most complete 
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NEHI BEVERAGES 


NEHI CORPORATION =: 


October, 1950 


COLUMBUS GEORGIA 





























We cordially invite you 


to visit us 
at the A. B. C. B. 


1950 NATIONAL CONVENTION 


BOOTHS 715-717 


Civic Auditorium 
San Francisco 


q Si hk / 
df, ‘2 ; 
Our representatives will be we 


registered at the St. Francis Hotel “i ii 


ad 


r-- 


Nar he! \\t 4 


¢ Pe | 
Sey VW 


ie 


WA 


National Bottlers’ Gazette 





TEU... 


The Soft Drink Tax Is Back! 


A 30 tax on the wholesale sell 
ing price of soft drinks was en- 
acted last month by the Canadian 
Parliament As part of a new tax 
program aimed at increasing Gov- 
ernment revenues 

In announcing the reimposition 
of the beverage tax (the wartime 
levy was repealed in March, 1949 
as well as new levies on candy, 


chewing gum, and a variety of 


household appliances and luxury 
items, Finance Minister Abbott de- 
clared: 

“IT realize these taxes will not be 
popular in certain quarters . but 
I am satisfied that it is fair and 
just to ask these forms of consump- 
tion to contribute substantially to 
our defense requirements.” He said 
he expected the soft drink tax 
would bring in an estimated an 
nual revenue of $24,000,000, and 
$8,500,000 for the remainder of the 
current fiscal year 

Zottlers’ reactions to the new 
bitter. Many 


fears that the levy, which would 


tax were expressed 


force retail price hikes, would re 
sult in substantial volume drops 

E. P. Fox, general sales manager 
ot Pepsi Cola Co. of Canada Lim- 
ited, in Montreal, said that “it has 
dealt us a serious blow.” G. E. Mit- 
chell, sales manager of the Orange- 
Crush Co., Toronto, declared that 
the tax would result in an imme- 
diate one-cent increase in the retail 
price of Orange-Crush. 
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Leading Canadian newspaper's 
joined bottlers in protests against 
the new tax, pointing out that re- 
tail price raises are inevitable. Some 
surveyed dealer outlets and report- 
ed that in 
drinks were being retailed at seven 


many instances, soft 
and eight cents per bottle. 

On the bottlers’ level, the new 
30% tax is not actually applied on 
the wholesale selling price; bottlers 
are permitted a 20%, wholesale dis- 


count allowance. Thus, a_ bottler 
who figures his tax on an eighty 
cent per case wholesale selling 
price would first take a wholesale 
discount deduction of 16 cents (20° 
of 80 cents), 


able. The 300 


ply on the remaining 64 cents. Thus, 


leaving 64 cents tax- 
tax would then ap- 


his tax would be 19.2 cents, and his 
pricé to the retailer would be 99.2 
cents (80 cents plus 19.2 cents) 

A levy.of 50 cents a pound on 
carbonic acid used in fountain 
drinks was also included in the gov 
ernment’s new tax program. How 
ever, since this tax is not to be 
placed on carbonic acid used by 
soft drink manufacturers in pro- 
ducing their bottled goods, it is not 
expected to have serious effects 

Sefore the beverage tax was re- 
imposed, a number of 
bottlers had 
cause of higher costs 


Canadian 
increased prices be- 
mainly in 
the price of sugar, which, in re- 
cent weeks, had risen $1.35 per 
Stewart Bottling 
Co., Ltd., Montreal, as one example, 


hundred pounds 


announced a retail price boost to 








15c on its quart ginger ale “due 
to an increase in material costs.” 
This action was taken just a few 
days before the 30% beverage tax 


was imposed. 


Grapette Launches Canadian 
Operation 


Announcement has been made by 
The Grapette Company, Incorpor- 
ated, of the organization of a Cana- 
dian subsidiary to manufacture 
Grapette in the Dominion and to 
franchise bottlers in the various 
provinces. Final arrangements for 
the establishment of Grapette Can- 
ada, Ltd., have only recently been 
completed. 

ees 
Grapette 


Fooks, president of The 
Company, Incorporated, 
Camden, Arkansas, will be presi- 
dent of the Canadian company. L. 
W. Bower has been named secre- 
tary-treasurer of the Canadian com 
pany. Mr. Bower holds a similar 
position with The Grapette Com- 
pany, Donald _ §, 
Hawkes has been named vice-presi- 
dent of Grapette Canada, Ltd., and 


Incorporated 


he will personally direct all activi- 
ties of the Canadian subsidiary. 
Mr. Hawkes started to work for 
Coca-Cola in Winnipeg in 1909 and 
has grown up with the beverage 
industry. He 
the Montreal plant in 
1923, a position he held until 1929 


when he transferred to that com 


became manager of 


Coca-Cola 


pany’s foreign department in Eu- 


rope. In 1936 Mr. Hawkes joined 


14] 





the Pepsi-Cola Company, heading 
its Canadian branch. He developed 
Pepsi-Cola’s foreign trade in Cuba 
and the United Kingdom. He retired 
in 1948 to operate his own bottling 
business in St. Jerome, Quebec. 


Freyseng Cork In 75th Year 


Three quarters of a century in 
business is being marked this year 
by the Freyseng Cork Company, 
Limited, Toronto. From a modest 


beginning, based on high business 


ethics and fair dealing, the busi- 
ness has progressed until today, 
under W. P. Freyseng, president, 
and Otto Zepf, Jr., vice-president, 
it is one of the leading firms in 
their line, serving as manufactur- 
ers and importers of corks and cork 
products, and dealers in brewers’ 
and bottlers’ supplies and ma- 
chinery. 

It is the oldest cork firm in ex- 
istence in Canada and was estab- 
lished in 1875 by the late Peter 


Freyseng, who with his partner, the 


VOOSVOOoo@ 


es profit yu Par 
v 


SAN Fran, ‘) 


963 


- 
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H 


SEE and sample fast-growing PAL Ade 


late J. E. Doyle, first operated the 
business under the name of P. 
Freyseng & Co. 

Freyseng Cork Company, Limited 
are sole Canadian representatives 
for the Edward Ermold Company, 
N. Y., manufacturers of automatic 
Schwarz Lab- 
oratories, Inc., N. Y., brewery con- 


labeling machines; 


sultants and manufacturers of Pro- 
tesal; Adriance Machine Division 
of the Crown Cork and Seal Co., 
Baltimore. It also distributes va- 
rious equipment and supplies for 
brewers, bottlers and food manu- 
facturers. In 1944, the firm took 
over the Auguste Bolte Company, 
with all 


and agencies. Freyseng also main- 


Toronto, their business 


tains a branch in Montreal. 


J. E. Flowers Dies 


J. Edward Flowers, plant super- 
intendent for Orange-Crush Ltd., 


Toronto, passed away recently 


Canada Dry Plans New 
Vancouver Plant 


Construction is expected to be- 
gin shortly on a new Canada Dry 
plant in Vancouver. This was in- 
month by Roy W 
Moore, president of Canada Dry 
Ginger Ale Inc., New York City, 


who, during a visit to Vancouver, 


dicated last 


declared : 

“We hope to get going on our 
new plant very shortly. It will cost 
$250,000 to $300,000, and it will 


be a beauty.” 


B. C. Convention Dates Set 


The annual convention of the 
British Columbia Bottlers of Car 


bonated Beverages will be held Ox 





the Pasteurized not-carbonated 


tober 23-24, at the Empress Hote! 


erangeade that is 
99!NIng popularit . 
“ in Victoria SS. A 


every day. Get oll Christensen, 


details and fran. ; ; 

chise information ot ‘ president of the association will 
‘on ot the show : : 

preside. Chief speaker at the meet 

William Hawrelak, 


C.B.C.B. president 


— Or write to: 


ing will be 


Notes of Interest 


PAL, Inc., 1625 K St. N.W. Washington 6, D.C 


Berkley V Schaub has been 
elected vice-president and director 
PAL) @ @ @ @ @ @ of National Adhesives Ltd in 
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charge of the Toronto division. For 
the past year, Mr. Schaub was sales 
manager of the Toronto plant... . 
City Bottling Works, Fort 
William, was considerably damaged 


Twin 


by a recent fire. ... Seven-Up Mon- 
treal Ltd. is constructing a $25,000 
addition to its warehouse in Mount 
Royal. . . . The 
Plan 


C.B.C.B. is being well received. In- 


Group Insurance 
recently adopted by the 


quiries have been received from 
more than 100 bottlers in all prov- 
inces. Shamrock Bottling 
Works, Hat, Alta., will 
shortly: begin construction of a new 
plant... . Nesbitt Orange has been 
added to the line of Seven-Up Ltd., 


New Glasgow, N. S. 


Medicine 


H. E. Sinnott Dies 
Heber E. 


ger of the Sussex Mineral Springs 


Sinnott, former mana- 


Co., Sussex, N. B., passed away re- 
cently. He was 8&1. 


——— 


Fibre Box Makers 
Form New Association 
Producers of corrugated and 
solid fibre containers recently an- 
nounced formation of the Weather- 
Fibre 


tary, unincorporated, non-profitable 


proof Box Group, a volun- 
association 

The industry decided that it was 
desirable and necessary to organize 


such a group in order to expedite 








PHIL SCARBOROUGH 


is co-owner with his son, Robert. 
of the Seven-Up Bottling Com 
pany of Jasper, Texas. Firm re- 
cently took possession of its hand 
some new $125,000 home. 


the production and delivery of fibre 
boxes in the quantities needed by 
the military and other departments 
of the government, as well as their 
during the 


contractors, present 


emergency, and to assure that such 


boxes meet specification require- 
ments. 
John V. Spachner, Executive 


Vice-President of Container Corpo- 
ration of America, Chicago, was 


elected Chairman of the Group. 





J. H. Swann 

J. H. Swann, 61, manager of the 
Cuthbert Coca-Cola Bottling Com- 
pany at Cuthbert, Ga., died at his 
home, August 2, after a long illness. 


Dallas McPherson 
Dallas McPherson, president of 
McPherson Beverages, Inc., Little- 


ton, N. C., passed away August 8. 
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The majority of Exhibitors 
at San Francisco are 
Bureau Members. Many 
of them have been mem- 
bers for 28 years. May | 
see you in 'Frisco and ex- 


plain why? 




















Wyandotte’s Seneca Flakes and 
B.W.C. saved one plant $180 in the 


first month! 


Straight caustic was costing this Southern 
bottler $320 per month. Then he switched to 
Seneca Flakes* and B.W.C. They cut his cost 
of supplies down to $140 in the first month. 
That’s a saving of 56%! Maybe this great 
team can pay off for you. Ask your Wyandotte 
Representative or Supplier to show you how 


to cut your bottle-washing costs! 


THEY CUT CAUSTIC COSTS 56% 


SENECA FLAKES and B.W.C. 


e Dissolve instantly in hot or cold water 
e Soften and condition hard water 
e Prevent scale and rust 
Drain faster and more thoroughly 
Reduce ‘‘drag-out”’ and ‘‘carry-over”’ 
Lower alkali consumption 
Destroy yeasts, molds, bacteria 


Keep rinse tanks alkali-free 
—reduce rejects 





THE WYANDOTTE LINE water conditioners: N.S.Q., B.W.C 
Keego; bottle-washing alkalies: Seneca Flakes, Chippewa 
Flakes, C.C.S., 721 Special, Stor 5X, Flake Indistrial Alkali 
germicides: Steri-Chlor, Spartec; for equipment cleaning 
G.LX., SR-10, Kelvar, Poma—in fact, specialized products 
for every cleaning need. 





WYANDOTTE CHEMICALS CORPORATION 


Wyandotte, Michigan * Service Representatives in 88 Cities 


etc.us 


yandotte 
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YUNOT ) , 
Miinbrush Lesiqued 


TO SAVE MONEY 


ON Your BOTTLING LINE 


For more than 30 years. Yundt engineering has been dedi- 


cated to the proposition that the single most important 
function of a bottle washer is to deliver consistently clean 


bottles. 

It is with pleasure, therefore, that we present two new and 
exclusive developments that now make it possible to achieve 
this goal at substantial savings in labor and materials. 

@ The first is the new Yundt Aspirator Airbrush 
the same time-proved, high velocity Aerated 
water cleansing for which Yundt is world-famous 

now at a cost that compares with ordinary 
hydro rinsing! 

@ The second is Yundt Caustic Filtration which 
prevents sludge build-up and virtually eliminates 
the need for tank cleanout—while saving up to 
50% of the caustic formerly used! 

For a real long-term answer to consistently clean bottles at 


new low operating costs—be sure to see Yundt at the show! 
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remember 


/ 
WI DE ana Lots Lower 


The New HERMAN 
BOTTLERS’ BODY 


The Herman “5 Wide” Body leads the industry in practical 
features — Lots more payload capacity on same-size chassis... 
top deck in easy reach...handle more cases in less time... 


lower delivery costs per case ... more profits. And eye-appealing 


streamlined beauty that attracts favorable attention to YOUR 
product. 


Write TODAY for literature aie 


| BOARD 
iI] gt 
and detailed information | POU "sess 








HERMAN BODY CO. - 4400 Clayton Ave. - St. Louis, Mo. 
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How Costly Are Truck Accidents? 


Accident insurance is a business “must”, 


but more important is an accident preven- 
tion program. This little story proves it. 


4. bottlers carry accident in 


surance, but few do anything about 
preventing accidents, by adopting 
a program of safety training, safe 
driving and proper maintenance of 
mobile equipment. The frequency 
of accidents in the soft drink in 
dustry is costing bottlers far more 
Rates on Work 


men’s Compensation insurance, as 


than they realize 


well as on trucks are higher than 
they should be because of past high 
frequency and high cost of acci 
dents. Underwriters estimate the 
actual cost of each accident at four 
times the amount which is recov 
ered by insurance. In one year, one 
insurance company, for the bottlers 
it insured, paid out $82,000, but 
estimated actual costs at over $300 

This is the true story of 
“Small” accident 

A bottling truck on a country 
route was being driven slightly 
over the center line on a black top 
road as it rounded a curve. The 
driver met a passenger car coming 
from the opposite direction which 
was also over the center line. Each 
vehicle pulled to the right, but too 


late. They side-swiped each other 


The passenger car ran into the 
right ditch. The truck driver also 
lost control, went into the ditch and 
truck 


turned over on its side. The right 


through a fence and his 


side and front end of the truck was 


badly damaged, its front axle and 
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the frame of the truck was sprung 
and the right front tire blew out 
The truck load of soft drinks was 
scattered and broken 

The claim was settled a week 


later for $32.00 property damage 
Result of This Accident 


The owner of the bottling plant 
had no spare route trucks. He sent 
his pickup truck to the scene to 
salvage the cargo and clean up the 
This truck 


from 


mess 


(taken 


with two men 
their work in the 
plant) had to make three trips and 
they spent 6 hours on this job 
The owner had to call a public 


garage and have a tow car pick up 


“Care for something to 
quench your thirst?” 





his bottling truck. It was out of 


service for three days during 
which time no deliveries were made 
(No sales 


disgruntled customers 


on this route no profit 
Now, here is what that $35 ac 
dent actually cost the bottle 
To repair truck $237 
Damage to cargo 68 
6 hours or 2 men’s time 
and use of truck to 
get salvage 
lo repair farmer's fence 
Truck out of service 3 
days (no sales during 
this time) 
Plant 


direct operations 


owner's time 
15.00 
Disgruntled customers, 
loss of business, bad 
publicity, ete 
Actual cost of accident 
to bottler (not includ 
Ing insurance cost $405.00 
This $405 was wasted just as 
surely as if burglars had taken it 
from the cash register. This amount 
has to be subtracted from profit 
Now—how much sales would this 
bottler have to do to make $405 net 
profit? Suppose his net is 5 of 
Then, he 


$8,000 


gross sales 


to sell 


would have 
bottled 
drinks just to pay for this “ 


worth of 
small” 
accident 

Moral: You 


“small” accidents 


ean’t afford even 











Dr. Pepper Seeks Kids’ Safety 


~ 
ll 


Launches “Back-to-School Safety Program” in pub- 
lic spirited move to help decrease traffic accidents. 


~~ 


LEADING THE WAY 

Doak Walker. All-American foot 
ball star. who is spearheading 
Dr. Pepper's Back-to-School safety 
drive, checks the traffic safety 
points appearing on a special 
bottle neck rider with a couple 
of youngsters 
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4s inusual ipproac h to an age 


old problem, that of safety 
amony school children, has been i 
troduced by the Dr Peppe Com 

its current nation-wide 
Back-To-School 


Recognizing the need for “some 


Safety Program 
thing special” to 

terest of youngsters and impress 
ipon them the importance 
serving safety rules, Dr. Peppet 
the services of Doak 
Metho 


enlisted 


Walker 


dist University football star, three 


former Southerr 


time All-American, an idol of 
school-ave bovs and 


the nation 


ly Pepper selected Walker 


but also for 
outstanding 
is noted, tl 


yood morals, vood 


scholast 


school childret 

les satety pl 
cards imprinted o1 
ire currently 


thousa 
nhousa 


ture of the boy or girl, home ad 
dress, and the name of school at 
tended. Rules, also imprinted on the 
rider, are unique in that they are 
in the form of rhymes, some of 
which are as follows: “Jack woke 
up A-seein’ stars—-got hit running 
‘tween parked cars,” “Joe's not with 
us, rest his soul, he wouldn’t obey 
his Safety Patrol,” “Here lies Dat 
ing Dwight, crossed the street 
against the light.” 

To make the bottle riders more 
effective the all ot 
which were based on Official Na 


safety rules, 


tional Safety Council traffic rules 
are printed on what appears to be 


i miniature ate, at the bottom ot 
vhich is printed a line suggesting 
that it be cut out and used tot 
bookmark. In this manner the rules 
l kept before the children t« 
continually remind them of the im 
portance of safety 
As a final clincher and furthet 
incentive to get school children 1 
terested in its program, Dr. Peppet 
also offers an attractive identifica 
tion bracelet autographed by Doak 
bottle rider provides 
and order blank 
attached, other than a 
to cover cost of mailing 


and registration. Each bracelet sent 
iumber for identifica 


Dr. Pepper has limited its com 
mercialism in this Back-To-School 
Safety Campaign because of the na 


the program 
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The "Temperglaze” fire finish produces 
a smooth, even lip which is a boon to 
those who like to enjoy their thirst 


quenchers directly from the bottle. 


| * 
; 

The Applied Color Label is clear, fresh 

| I e and permanent for the life of the bottle 


it decorates. It emphasizes the bottler's 


advertising message and reduces his 


packaging overhead by eliminating the 


VROOTS-BARKS-HERBS 


relabeling of bottles for each run... 
assuring more trips per bottle. HIRES, 
one of America’s oldest beverages, 


attributes increased sales to this feature. 


4 
‘ M re ¢e¢ctkt eos BA TT fe 4 
PRESCRIPTION + PROPRIETARY 
PHARMACEUTICAL BROCKWAY, PA. LAPEL, IND. MUSKOGEE, OKLA. 
CARBONATED BEVERAGES 


Foot BEER - LIG ¥ 


WHATEVEE QUALITY 
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SEALED-IN FLAVOR 


right from California’s sunny groves... 


Bottle profitably what the consumer 
wants to buy—America’s favorite 
orange and lemon drinks, made 


with Exchange fruit juice bases. 


CALIFORNIA 
FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California 


400 West Madison Street, Chicago 6, Illinois 
99 Hudson Street, New York 13,N. Y. 


Always sold in cans to seal in the 


flavor until you use them. 


Sie, 
ite 35 
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De bet SI PITIILA 


ADU B 


CONVENTION 


AND 


EXPOSITION 


SAN FRANCISCO 
» Wcloler 30 Co 


-Novemter 


The annual opportunity to greet you and discuss mutual interests 
makes the Convention a particular pleasure to all of us... we are 
looking forward to seeing you at our Booth (No. 616 in the Civic 


Auditorium ), or at our entertainment rooms in the Palace Hotel. 


PURE CARBONIC COMPANY 


A DIVISION OF AIR REDUCTION COMPANY, INCORPORATED 
General Offices: 60 East 42nd Street, New York 17, N. Y. 


NATION-WIDE CO 2 SERVICE-DISTRIBUTING STATIONS IN PRINCIPAL CITIES 





Pioneering Again 


The New WAUKESHA 100 Sanitar) 


DP 


Get the great news first hand. The New 
WAUKESHA 100 Sanitary Positive 
Displacement Pumps again have the first 
mayor de sign improveme nt, the one “prece 
Rotary Seal*. Designed by Waukesha en 


gineers, laboratory tested and field-proven 


Os 


On 


itive Displacement Pumps, with the 
ece Rotary Seal, will he available 


December Ist 


For more information 


write for special bulletin 


WAUKESHA FOUNDRY CO. 


WAUKESHA, WISCONSIN 
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Raymond L. Prescott, vice-presi- 
dent of the Sun Spot Bottling Co., 


Tullahoma, Tenn., has been ap- 


pointed Colonel Aide De Camp on 


HONORED 


Dr. David Jorysch, Technical Di- 
rector and member of the re- 
search staff of H. Kohnstamm and 
Co., recently flew to Vienna to 
receive a “Doctor of Science’ 
degree from the Vienna Poly- 
technical Institute. 





the staff of the Hon. 
Browning, Governor of the State 


Gordon 


of Tennessee. Mr. Prescott, 42, has 
lived in Tennessee for approxi- 
mately 21 years, entering the bot- 
tling business during the early part 
of the 1930's. He is a past com- 
mander of the Veterans of Foreign 
Wars, and is also president and 
general manager of radio station 


WJIG 


A. L. Talbert, owner-manager of 
the Pepsi-Cola Bottling Co., Neo- 
desha, Kansas, was recently elected 
. R. M. Ellis, 
manager of the Coca-Cola Bottling 


mayor of that city. 


Co., Batesville, Arkansas, is com- 
mander of the local American Le- 


gion post 


B. T. Fooks, president of the 
Grapette Co., Inc., recently dubbed 
the “Grape-Soda King” by ‘“News- 
week” magazine, recently appeared 
on a popular television show during 
which he discussed various phases 
of the soft drink industry. . . Jo¢ 
Foster of the Double-Cola Bottling 
Co., Huntsville, Alabama, has been 


YOUTHFUL KING ... 


Emilie Sue King. daughter of the 
late A. C. King. and Mrs. Emilie 
E. King. president of Citrus Prod- 
ucts Co., Chicago, recently grad- 
uated from Westrich School for 
Girls, Pasadena, Calif. A capable 
secretarial worker, she is now 
assisting her mother in that ca- 
pacity at the company offices in 
South Pasadena. 





elected to the State Representatives 
in Alabama. His term begins Jan- 
uary 1, 1951. . . J. Claude Shea, 
president of the Seven-Up Bottling 
Co., Boston, Massachusetts, recent- 
ly spoke in behalf of the Cambridge 
business community at ceremonies 
welcoming the Cracker Barrel Car 
avan to that city. 





.. 46 Aearty “Shauke!,.. 


to all our customers and dealers from coast to coast 
who have helped us to become one of America's larg- 
est, exclusive manufacturers of equipment built ex- 
pressly for the bottling industry. 





We look forward to the pleasure of meeting all our friends 
at the ABCB Exposition in San Francisco, California, 


October 30-November 2, 1950, in 


BOOTH 128 








Bayonne 


Water Coolers 
Syrup Coolers 
Karbonators 





KoL-FLo KOOLER COMPANY 


Manufacturers of: 


Kooler Karbonators 

CO. Purifiers 

Carbon and Sand Fiiters 
Inspection Lights 


New Jersey 


Ultra Violet Fixtures 
Sterilizers — “Chocolate” 
Insecticide Case Sprayers 
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Trouble-free Operation 
... for Low Cost Labeling 


HE COTT BOTTLING CO., Inc. of Manchester, New Hampshire 
knows that the trouble-free operation of the Norton Labeler means 
low cost labeling. They have had it proved by the dependable operation 
of their two Norton Singles; also by the performance of the Norton 
Duplex at the New Haven plant of the Cott Bottling Company. That's 


why they again chose Norton—a Duplex Automatic—for their new 
Manchester bottling unit. 


You, too, will like the smooth, easy way that the Norton Labeler handles 
bottles—its firm, neat application of labels and foil—and best of all, its 
dependable operation hour after hour, day after day. 


NORTON COMPANY, WORCESTER 6, MASSACHUSETTS 
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New Bottlers Added By 
Dr. Swett’s—O-So Grape 

The Dr. Swett’s—O-So Grape 
Co., Inc., Chicago, has reported the 
addition of a number of new bot- 
tlers to its licensee chain. They are: 

For Dr. Swett’s Root Beer: Hi 
Hat Beverage Co., Buffalo, N. Y.; 
Tru-Ade_ Bottling Co., Danville, 
Va.; Ridge Bottling Co., Lake 
Wales, Fla.; James Jacobs, Poe, 
W. Va.; and T. D. Lindsay, of Way- 
cross, Ga. 

For O-So Grape: Hi Hat Bever- 
Buffalo, N. Y.; Nesbitt 
Bottling Co., Benton Harbor, Mich.; 
Magnolia Bottling Co., Inc., Merid- 
ian, Miss.; Holmes Dr. Pepper Bot- 


age Co., 


Shenandoah, Iowa; and 


3ogard, Norfolk, Neb. 


tling Co., 


James C 


Major TV Campaign Launched 
By Eastern Independent 

The Cott 
New Haven, Conn., tackles a major 


Jeverage Corporation, 


New England television campaign 
this fall in sponsoring telecasts of 
Harvard University football games 





in October and November, and the 
Princeton-Williams football game 
in September. 

The telecasts will be carried on 
Station WBZ-TV, Boston, with Cott 
sponsoring the second half of each 
game. 

In announcing this important ad- 
vertising program, General Man- 
ager John Cott said: “Cott will be 
the first soft-drink manufacturer 
to use big-time television in New 
England. Harvard's football games 
are among the most popular played 
in the area and we feel sure that 
we will be picking up a large Satur- 
day afternoon audience for Cott 
sales messages.” 

Cott Beverages, in seventeen dif- 
ferent flavors, are now distributed 
throughout New England and re- 
gions of New York state. Expan- 
sion of distribution into other areas 
is expected soon. 


Big Massachusetts Plant Gets 


New Management 


Royal Crown Bottling Co., 


Springfield, one of the three largest 
bottling establishments in western 
Massachusetts, is now operating 
under new management, Russell T. 
Foster, retiring president, has an- 
nounced. The new owners took over 
September 1, when Mr. Foster sold 
100% of the stock. The new presi- 
dent is Mandell Gutfarb. Mr. Foster, 
who founded the business in May, 
1940, will continue in the capacity 
of general manager for a_ short 
period to assist the new owners, 
and will be succeeded by Raymond 
EK. Leger, formerly sales manager. 
The firm’s trucks now 
Hampden, Hampshire and Frank- 
lin Counties and a part of Worcester 


cover 


County. The new owners also se- 
cured the franchise for the City 
of Worcester and Worcester County, 
making the total population served 
1,200,000. 

The company bottles and distrib- 
utes Royal Crown Cola, Nehi bever- 
ages in 7-ounce individual bottles, 
and Par-T-Pak beverages in quart 
bottles. 





for over 70 years. 





4 oz. Old Antique Pale Dry Ginger 
“OLD ANTIQUE" 


The finest grade GINGER obtainable. Bottied by prom- 
inent bottiers all over the world. The standard of quality 


GINGERS by BLUE SEAL 


... the proven WINTER SELLERS 


Protect your plant investment by planning now for the winter season. Order 
quality GINGERS that assure sales volume and profits. 


Write for prices—quantity discounts—and other information. 
Blue Seal will help you make this season your most successful. 


WE WELCOME YOUR VISIT TO BOOTH 514 


2 02. Minute Man Pale Dry Ginger 


“MINUTE MAN" 
America's choice for mixer and table beverage. The year- 
round Ginger Ale—Sales insurance for your plant invest- 
ment. The "Best Seller” in 1950! A sure winner for 1951! 
Prestige for your good name! 








THE BOTTLER’S SILENT PARTNER 
FOR OVER 70 YEARS 





BLUE SEAL EXTRACT CO., INC. 


CAMBRIDGE, MASS. 
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For A Warm Reception... 


And Ice-Cold Pepsi ... 


DON'T MISS THE 
PEPSI! EXHIBIT 


At the ABCB convention, held in San Francisco, Oct. 30—Nov. 2 


STOP IN AND STAY AWHILE! 


The welcome mat’s out for all our friends at the ABCB Convention 
in San Francisco, starting October 30. So, when you're in town 
for the meetings, be sure to stop in for a visit at the PEPSI-COLA 
exhibit booths in the Civic Auditorium. Just ask for Pepsi, 


Booths 303 and 304. 


PEPSI-COLA COMPANY 
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New Detergent Reduces 
Caustic Etching Of Bottles 


Recently completed lab- 
oratory tests of a new synthetic de- 
tergent have revealed that it pos- 
sesses the unique property of reduc- 
ing substantially the corrosive at- 
tack of straight caustic soda of so- 
These 
tests were conducted by the Appli 


lutions on glass surfaces 
cation Research Laboratory of The 
Solvay Allied 
Chemical & Dye Corporation, mak- 


Process Division, 
ers of the new detergent “Nytron.” 

The primary purpose of the work 
was to seek means to reduce the 


bottles ti 


corrosion ot 


machine 
washing, which aggravates the fa- 
miliar scuffing problem. However, 
the results indic ate a possible Ww ider 
field of benefit in reducing corro 
sion wherever glass or ceramic sur- 
faces are in contact with alkaline 
solutions 

The tests showed that the weight 
loss of typical Coca-Cola bottles due 
to caustic soda attack was about 14 
times less with .25 by weight in 


2%, caustic soda solution 


In a 5% 
caustic solution good inhibition was 
obtained up to concentrations of 4° 
Nytron 

The tests were made with micro- 
scope slides instead of bottles to as 
sure (1) greater accuracy, (2) ease 
of weighing, (3) uniformity of sur- 
face area, (4) greater range of test 
conditions, and (5) better detection 
of glass surface condition 

The glass slides were inserted in 


laboratory bottles containing aque- 


NOTE THE DIFFERENCE 


Soft drink bottles after immer 
sion in 2°, caustic solutions for 
seven days at 190 F. Bottle at 
left was in solution containing 
1% Nytron. 
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ous solutions of caustic soda. Ny- 
tron, one of five other detergents, 
or beryllium carbonate was added 
to each bottle on the basis of weight 
per cent of solution. The bottles 
were then sealed and placed in a 
water-filled tank where they were 
1eld at a constant temperature of 
160° F. for 14 days without agita 
At the end of the 14-day pe- 
riod, the 


tion. 


slides were removed, 
rinsed, dried and reweighed. The 
effects of temperature, 
tion, time, ete., 


mined 


concentra- 
were then deter 


All Nytron concentrations gave 
good inhibition, while the five other 
detergents tested showed no inhibi- 
tory action. Maximum inhibition oc 
curred in the bottle containing .1° 
Nytron in a 2% caustic soda solu 
tion. Weight loss due to corrosion 
of the slides in this solution was 
reduced by about 210 times, com- 
pared to the weight loss of slides 
in a caustic solution containing no 
Nytron. 

Other which were 
drawn from the test results, are as 
follows: 


conclusions, 


1. Maximum inhibition of caustic 
soda attack on bottles (Coca-Cola 
bottles) was obtained in a 2¢ 
caustic solution containing 0.10- 
0.25%. In a 5° caustic solution, 
good inhibition was obtained up 
to the 4% Nytron concentration. 
Agitation of the solution appears 
to prolong the inhibiting action 
of Nytron 

High caustic concentration and 
high temperatures cause greater 
corrosion, but in all cases, Ny 
tron consistently reduces attack 
on glass compared to similar un 
inhibited caustic solution 

There is a critical range of Ny 
tron concentration within which 
effective inhibition is obtained. 
The concentration 
justed to 


must be ad- 
correspond with the 
caustic concentration 

When Nytron’s inhibiting actior 
ceases, it cannot be revived by 
adding more Nytron. However, 
its inhibition continues for two 
weeks or more 
Condition of the surtace 
has no effect 
on the corrosion rate of caustic 
Nytron solutions 


glass 


smooth or etched 


Presence of sodium carbonate 
(soda ash) in the caustic solu 
tion has no effect on Nytron’s in 


hibiting action; silicates decrease 





its inhibition and cloudi 


ness on the glass surface; phos- 


Cause 


phates completely nullify the in 
hibiting action. 

A complete report describing 
many additional details of this re- 
search project is available in the 
form of a 21-page booklet. It may 
be obtained without charge. upon 
request to The Solvay Process Di 
vision, Allied Chemical & Dye Cor- 
Street New 


poration, 40 Rector 


York City 


New Ad Agency For Citrus 
Products 


Appointment of a new ad- 

agency—-Schwimmer & 
Scott, Inc., of Chicago, Illinois—has 
been announced by Citrus Products 
Company of Chicago. 


vertising 


The new agency has an extensive 
background of advertising and mer- 


chandising in the food products 


field, and is currently working on a 
program for Kist advertising and 
merchandising for 1951 


AUTOMATIC CASER 


Automatic loading of any size 
bottle into any desired case or 
carton is accomplished with the 
Davis Universal Caser, a product 
of Davis Caser Co., Baltimore, 
Md. Bottle and case sizes, further 
more, may be quickly changed 
to suit loading conditions. The 
unit, which will fit into the space 
normally required for an accumu 
lator table, loads up to 300 b.p.m. 
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Saves Obor/ 
7 : 
Saves 

Maintenance! 





Saves 


Bottle B 


reakage! —_— 





SEE THIS 





-_ Booth 421 
wy ABCB Convention-Exposition 
October 30 — November 2 


Civic Auditorium 
* San Francisco, Calif. 


a 


HEIL B-200 Series Bottlewashers 


Convenient 1-man machines 
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Heating coils located ovtsi 
for easy cleaning 
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New design! New efficiency! Heil’s new 
answer to the need for borttle- 
washing costs. Just look at these features 


lower 


Loading table is only 24° deep. 
Discharge conveyor is within easy reach 


of your operator—facilitates inspection 


Stainless-steel infeed 
scrambling-type load 


acts as un- 
There's less handl 
ing of bottles before they reach pocket 
- no nicks, no contamination, no pass 
ing of foreign matter 
to another 


from one bottle 


Inside pre-rinse flushes loose dirt 
from inverted bottles, before they enter 


soak tank .Soak solution is kept 
clean, can be used 


caustic 


longer 


Gravity discharge. No push-out fin- 
gers to get “out of whack” or chip bottles. 


Preliminary water flood — first of 
two pre-rinsings, starts the washing cycle 
and tempers bottles for the soak 
Extra-powerful pumping and 
flushing capacities — for positive 
label and glue removal 


Fewer moving parts. Less adjust- 
ments, less maintenance 


Heil B-200 Bottlewasher 
models in capacities that range from 32 
to 160 bottles per minute. Ask your Heil 
agent for complete details on the washer 
to meet your requirements, Or 
for bulletin BW-50313, 


There are 


write 


THE HEIL co. 


Dept 
Factories 
District Offices 


28100, 3028 West Montana Street, 


Milwaukee 1, Wisconsin 


Milwaukee, Wisconsin — Hillside, New Jersey 


Hillside, Washington, D. C., Atlanta, Minneapolis, Kansas City, 


Dallas, Milwaukee, Detroit, Chicago, Los Angeles, Seattle 


Sw-116 
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It Costs No More to Use... Our 


ACID-PROOF CARAMEL COLOR 


Guaranteed to be the finest Acid-Proof Caramel Color on the market, 

it is brilliantly clear, free flowing, and exceptionally strong. 

You take no chances when you take advantage of our experience and 
service. You are assured of quality and dependable performance, 
backed by 70 years devoted to the manufacture of fine Caramel Colors. 


SETHNESS PRODUCTS COMPANY 


1300 W.. DIVISION ST., CHICAGO 22, ILL. © 41-11 29th ST.,. LONG ISLAND CITY 1, N.Y 





“Comic Bags”—New Ad Medium 
A new point-of-purchase 
idvertising medium—the outside 
space on ordinary grocery bags—is 
now available through the Fenton 
Co., 220 East 42nd St., New York 
City. 
Popular syndicated comic strips 
are printed on the bags (in color), 
with the advertiser paying for his 
sales message which is printed di- 
rectly above the comics. By chang- 
ing comic strips frequently, reader 
interest in the “Comic Bags” is as- 
sured 
tetail stores obtain “Comic Bags” 
from their customary paper bag 
distributors and jobbers, with the 
Fenton Company handling all de- 


tails of conversion from ordinary 

LADEWIG UNSCRAMBLER-TYPE BOTTLE LOADER 
Archie Ladewig Co., Waukesha, Wisc., will display for the first time 
alties, printing and circulation at the forthcoming ABCB Exposition its recently-developed automatic 
unscrambler-type bottle loading unit. This unit, available on either the 
Cheerwine Coverage Expanding split-size washer or the pint model, eliminates labor in the bottle washer 
loading operation. Importantly, it unscrambles the bottles and auto- 
Carolina Beverage Corpo- matically feeds them into the soaker pockets—regardless of differences 
ration of Salisbury, North Carolina, in the size of bottle centers. The semi-automatic case unloader (shown 
‘ at left in photo) may be used with the new unit, but this is optional. 


to comic—art work, comie strip roy- 


reported last month that its pro- 





gram for expanding and intensify- 
g Cheerwine coverage throughout In announcing the granting of a company declared that Cheerwine 
irolinas is making steady Cheerwine franchise to P. S. Hill bottlers are now located in Char 
of Greenville, South Carolina, the lotte, Salisbury, Winston Salem, 


1 ee 5 ugr" STANDARDIZED CANE SUGAR SYRUP 
alomoline CONTROL batches by the turn of by the ' 
« a valve... ] use of 
e DECREASE your labor costs... a stable, 
INCREASE your production . . . uniform 


ELIMINATE bag dust, lint, and LIQUID 
sugar spillage... SUGAR 


TANK CARS—TANK WAGONS—DRUMS 








Order direct or through your Sugar Broker 





THE NULOMOLINE DIVISION 


AMERICAN MOLASSES COMPANY 
120 Wali Street New York 5, N. Y. 
Plants at 
BROOKLYN, N. Y. LOS ANGELES, CAL. 
CHICAGO, ILL. MONTREAL, CANADA 
* Reg. U. S. Pat. Of. 
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Greensboro, Granite Falls, Burling- nated diphenyl methane compound, emollient and skin-softener, which 
ton, Gastonia, Shelby, and West hexachlorophene, to help reduce bac- helps reduce certain skin irritations 
Jefferson, North Carolina; Rock terial flora on the skin, has been caused by frequent hand washing. 
Hill and Greenville, South Carolina developed by the West Disinfecting ; R 
Cheerwine, a 6-ounce blended ( ameiet Long Island City, N. Y., New Chocolate Drink 
‘ xe . “Creme-O-Coco,” Makes Bow 

beverage, is supported by radio and for the special use of food handlers Teetiton” « sen 
a see © m and industrial workers carbonated chocolate drink, is being 
introduced on a franchise basis by 
the Globe Bottling Company, Los 
Angeles. 


Peeler, Mayor of Salisbury, is pres The company claims the product 
ident of the Carolina Beverage is among the first soaps containing 
Cor] the anti-bacterial agent hexachloro- 
phene formulated especially for the 

Antiseptic Hand Soap food-handling and industrial fields. 
An antiseptic liquid hand It is the first soap to contain both 

soap, containing the new chlori hexachlorophene and lecithin, an 


THE YEAR AROUND 
og 


A young lad stands alongside 
one of the displays which will 
help promote “Creme-O-Coco,” 
new carbonated chocolate drink. 





Producer of the widely-known 
Wilshire Club beverage line, Globe 
announced its plans to franchise the 





new product after six months of 
market-testing it in the Los Ange 
les area. The tests were remark 
ably successful, according to com- 
pany officials 

“Cremo-O-Coco” will get its ini 
tial trade unveiling at the forth- 
pee mene SALES ; x . . . coming ABCB Exposition in San 


Fé FA ov } ‘ ; ~T . Francisco, October 30th—Novem 

nN per th . 4 ber 2nd. Interested bottlers are in- 
FOR ADVERTISING VALUE q ; b : vited to visit the company’s booth 
First , | ( ree. —yj + (933), or write the company direct 


FOR PREFERRED LOCATIONS —— ed at 1711 Daly St., Los Angeles, Calif 


First ; Bob’s Cola Purchases Monarch 


FoR pispiay Beauty ~ -/ 4 ~ Manufacturing Co. 
Bob’s-Cola, Inc Atlan 


SEE THE COMPLETE LINE OF FRONTIER RACKS —— {i psrent company for Jo-Jo an 


Swanee Chocolate and a full 


AT THE CONVENTION + SEE OUR NEW DESIGNS —<¥:* ors as Pe < 
* arch Manufacturing Company, 52- 
‘ vear-old Atlanta soft drink concern 


Visit asat the convention TER In making the announcement of the 





tant / purchase, B. J. “Bob” Frink, presi- 
ae Ie. 937 MANUFACTURING COMPANY dent of Bob’s-Cola, said: “This now 
* 


— DALLAS « TEXAS - gives us one of the best and largest 
WRITE FOR COMPLETE FRONTIER CATALOG P.O. BOX 7346 





lines of extracts in the entire coun- 
try ’ 
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The Monarch line, along with all 
the Swanee flavors and Jo-Jo and 
Swanee Chocolate will be handled 
through the new and_= spacious 





(22,000 square feet) Bob’s-Cola 


plant in Atlanta. Mr. Frink pointed P ’ 
thet of acd te Se Bob’s-Cola officers (left to 
out nat al Orders or Monarcn right)—F. L. Shiver, sales- 
flavors east of the Mississippi River man; B. J. Frink. president: 
should now be sent to Bob’s-Cola, Jimmy Smith. salesman; 
gi : ngsites and Lee Groves. vice-presi- 
Inc., 517 Stephens St., S.W., At- dent. 


lanta, Ga. Orders from customers 





west of the Mississippi should be 
sent to the Bob’s-Cola branch office 
at 1127 S. Beckley St., Dallas, 
Texas 
Monarch Manufacturing was the 
parent company for New Yorker, 
Cascade Ginger Ale, Esquire, Town 
Hall, Escort, Mingo and Old Har- 
vest flavors. All of these will con- 
tinue to be made by Bob’s-Cola in 
conjunction with its present line of 
Swanee flavors that includes Grape, 
Ginger Ale, Cream Soda, Shamrock, 
Lemon, Strawberry, Orange, Root 
Beer and Lemon-Lime, along with 
Jo-Jo and Swanee chocolate drinks 
Monarch’s line of flavors are at 
present nationally distributed, but 
under Bob’s-Cola ownership they 
will be distributed on an interna- 
tional basis. Manuel Miranda, for 
eign representative for Bob’s-Cola, 
have charge of foreign sales 


Monarch line of flavors 


Gold Decals Offered By Palm, 
Fechteler 

Palm, Fechteler & Co., of 
New York City, manufacturers of 


decals since 1856, have added an 





= 





@ Thorough agitation dissolves all sugar in minimum 


® All Pfaudler equipment is self-draining. Special bot- 


tom head design keeps syrup flowing to the bottler 


@ Product cannot “pocket” as all welds are ground 
smooth and polished... outlet valve is flush with 


bottom head . . . cleaning is easy. 


wis 


uy » 
7 \are® 


ant 


NEW FORK LIFT TRUCK 


Mobilift Corp., Portland, Oregon, 

has developed a new sit-down 

model fork lift truck that elim- 

inates gear shifting. The new Branch offices: 330 W. 42nd St. N.Y. 18) N.Y. 111 
unit, having a 2,000 lb. capacity. louis I. Moz 2970 West Grand Blvd. Deweit 2 
also features a heavy duty en- —_ Mich.; 1719 lat Nat'l Bank Bldg., Cincinnati 2. O.; 1041 
gine designed for exclusive use Commercial Trust Bldg... Philadelphia 2, Pa 751 
in fork lift trucks, and added visi- Hldg.- Cheitanoogs, ‘Teany P- 0. Bor 4066, Dalles 
bility features which speed ma- Vexas; Taylor St., Elyria, O.; 1346 Connecticut Ave 
terials handling. A companion N. W.. Washington 6, D. ¢ 121 Bauman Ave., Pitts 


‘ ; ; burgh 27, Pa.; P.O. Box 1031, Minneapolis, Minn 
stand-up model also is available. THE PFAUDLER CO., Rochester 3, N.Y The Plaudler Sales Co 1325 Howard St.. San Fran 
” op ei Bs cisco 3, Calif; 3757 Wilshire Blvd., Los Angeles 5, Calif 
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--- BUT THE TIME FOR CHRISTMAS 
PLANNING IS NOW! 


Convention time is always an important part of the year’s activities for 
the beverage industry. This year, as always, the ABCB convention is 
designed to bring you bigger and better ideas for your business. But 
remember, another important time of the year is almost here . . . and 
you needn’t wait for Santa Claus to bring you the right kind of display 
material for Christmas. This year, as always, we're ready to help you 
with display material designed te make this a biggger and better 
Christmas season. So drop us a line right away and let us show you 
what a really Merry Christmas is like. 
LABELS °* DISPLAYS ® 


DECALS © POSTERS 








N.Y. 505 Fifth Ave 
MUrray Hill 2-2813 


other “first” to their credit by in- 
troducing printed, 23 Karat gold 
decals. Gold decals were introduced 
in 1949 by the company, but it was 
not until recently that printing and 
artwork could be successfully repro- 
duced on them. 

The gold in the Palm, Fechteler 
decals does not tarnish or wear off, 











NEW BELT CONVEYOR 


Inter-floor movement of goods is 
simplified and speeded by use 
of a Cleated Floor-Veyor devel- 
oped by the Rapids-Standard 
Co.. Inc. of Grand Rapids, Mich. 
This permanently-mounted power 
belt conveyor transports rough 
or smooth-surfaced cartons, bags. 
and other materials at inclines 
up to 45°. Standard reversible 
belt speed is 50 feet per minute. 
with other speeds available. 











True fruit...ideal for 
small bottle sales...a 
fall and winter seller. 
Write for details 


according to Mr. Bihr, president. He 
stated that the gold decals are par- 
ticularly suitable for solid back- 
ground labels and ornamental pur- 
poses such as striping. 


New Parent Firm Takes 
Over Western Dixi-Cola Sales 


Beverage Concentrate Co., 
Long Beach, Calif., has 
taken over the distribution of Dixi- 
Cola in the twenty-two western 
states, Hawaii and the Philippine 
Islands. All western franchises will 
be handled by the new organization. 
Headquarters are located in the En- 
loe Bldg., lst and Pine, Long Beach 
2, Calif. 

Heading the new company is H 
A. De Vaux, president, former pres- 
ident of the Short Line Railroad 
Roy C. Piercy, who has been con- 
nected with Arden Farm Company 
for the past seventeen years as a 


Inc., of 


sales executive, is treasurer. Secre- 
tary is E. L. Spratt, formerly con- 
nected with a national consulting 
firm in the baking industry. Besides 
these men, Ben Martin will serve 
on the board of directors. 

Also associated with the company 
in an advisory capacity will be 
Adrian Basiotti, well known on the 


POINT OF SALE ADVERTISING 


161-171 LEVERINGTON AVENUE 


PHILA. 27, PA. - IVyridge 3-6100 








UNSCRAMBLER TABLE 


Bottlers Appliances, Inc., Salis- 
bury. N. C., reports that its Tay- 
lor Automatic Unscrambling 
Table has been redesigned to be 
used in connection with 8 to 16- 
wide soakers. The unit may now 
also be fed by hand instead of 
by the automatic case unloader. 
The machine. which will accom- 
modate any size bottle up to 12 
ounces, is said to effect numer- 
ous economies in labor and glass 
breakage. 








west coast as the representative for 
Dixi-Cola and Marbert Cola during 
the last eight years. 

The new firm will allocate fran- 
chises for Dixi-Cola on a territorial 
basis. Concentrates will be 
housed in Los Angeles. 


ware- 








THE PLLA 
4547 OLIVE ST. - 









COMPANY 
ST. LOUIS 8, MO. 








Cherry BL 





« Orange Bl 
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Cherry Strawberry « Lu Lu Crape « Kreemo Root Beer 
Wild Cherry 
Olde Tyme Cream « Strawberry Blend « Red Pop 










Benzoate of Soda “Seydel” U.S.P. 


Standard for over a quarter of a century 


SOBENATE 


A special benzoate for beverages of delicate 


flavor. Does not impart a taste. 


Samples and literature on request 


SEYDEL CHEMICAL CO. 


JERSEY CITY 2, N. J. 
Established i904 
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Anchorglass 
BEVERAGE BOTTLES 


SUPERIOR 


GINGER ALE EXTRACTS 
Pale Dry & Golden © 2 Ox. Pale Dry 
@ No. 1828—2 Oz. & 4 Ox. 


russe 


Finis APPLIED COLOR LASE 


Felton Chemical Co. Opens 
Dallas Office 


In a move designed to 
provide its Texas and western Lou- 
isiana customers with improved, 
localized service, Felton Chemical 
Company, Inc., Brooklyn, N. Y., 
manufacturers in the flavor, essen- 
tial oil and aromatics fields, has re- 
cently opened a new office and sales- 
room in Dallas, Texas. The an- 
nouncement was made by Frank 
Brumburgh, Felton sales manager 

Heading up Felton’s new office is 
Herbert D. Berger, who previously 
had served as a Felton field repre- 
sentative in other areas. 


Meet us at Booth 206 at the ABCB 
Convention, San Francisco, Calif. 


Oct. 30 - Nov. 2 


Send for Special Dated Events Map! 


aye, 


PLASTIC CASE 


A new plastic beverage case, 
the “Bev-RICH.” which cannot 
splinter or absorb moisture, .has 
been introduced by The Richard 
son Co., 2761 Lake St., Melrose 
Park, Ill. Moulded in one piece 
(no nails, metal bands, etc.), it 
is said to be extremely durable 


5NTe i 


odes A rf i 
3] W.26th St. New York LN.Y. _ 


THE GINGER HOUSE 


month marked its 100th anniver- 
sary. In commemorating this mile- 
stone, the firm staged a one-week 
celebration which included a lunch- 
eon addressed by the Hon. James 
H. Duff, Pennsylvania’s Governor. 


60 Franchises Added By Hires 


During the 1950 season, 
over 60 bottlers received Hires Root 
Beer franchises, according to an 
announcement by C. M. Lamason, 
franchise sales manager of The 
Charles E. Hires Company 

“Apparently,” Mr. Lamason com- 
mented, “bottlers are realizing that 
increased competitive activity re- 
quires more emphasis on nationally 
known items. 


and requires no maintenance of 
any kind. Slightly smaller than 
ordinary cases (it requires about 
13% less storage space), it is 
also easily adaptable to auto- 
matic filling and washing equip- 
ment. It is available in two 
models — a standard 24-bottle 
unit, and a special 4-compart- 
ment case for carry-home car- 
tons. 








Pennsalt In 100th Year 
Pennsylvania Salt Manu- 

facturing Co., Philadelphia, promi- 

nent chemical manufacturers, last 


vances bel COM SEN 2: N O FUMBLING 
CHIPPING 


SANITARY @ LINE 
AND BRINE FILTERS 
With Krag’s 
New Bottle Opener... 


This sturdy, nickel plated steel opener is 
perfect for all outlets. Easy to operate. 
Prominent space available on opener for 
colorful trade mark or advertising message. 


WRITE... 


Krag Steel Products, Ine. 
319 H. Albany Ave, Chicago 12, Minis 


Herbert D. Berger Cc. M. Lamason 











FITTINGS TUBING 


L. C. THOMSEN & SONS, INC., KENOSHA, WIS. 


Sanitary Equipment. for the Processing Industries 
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"Se Made of High Carbon | 
eal Spring Steel — 
CAPTIVE BOTTLE STOPPERS Nickel Plated 


Not Only 
Preserves 
Your Beverage 
But Also 
Gives It A 


Permanent Consult your flavor supplier 





A Finer Vanillin of Exquisite Aroma. 





Identification 
Standard Type 








Captive Type 

Snaps on and off in a flash * Stays on when contents are consumed *« A one 

hand operation—opens and closes. Seals contents air tight « All the live omen 

carbonation is assured to the contents of opened botties * Cap remains clear 

the opening in the pouring operation * Enhances the appearance of the settle. 
FOR PRICES AND SAMPLES WRITE OR PHONE 


SEAL-AGAIN BOTTLE STOPPER CORP. 
101 Sth AVENUE, Algonquin 4-0420 NEW YORK CITY 


LUND Mt PH dH ASE M4 Sa 1 8 


PERSONNEL CHANGES 


{WMOVOML UL NUOUUEROR TEAL 


Charles E. Hires Co. 
H. Gates Lloyd, a director of the 
Charles E. Hires Co., Philadelphia, 
has resigned to accept a position 
with the Government. Edward 
Starr, Jr. was elected a director to Pome (a 
fill the unexpired term of Mr. Lloyd B-1 CHIEF CHEMIST 
Recently appointed B-1 Beverage 
Company's Chief Chemist, John 
Grapette Co. E. Makay heads up B-1l’s expand- 
ed Product Standardization De- 
Robert T. Shipman has joined partment. He joins B-1 with an 
, . _ é enviable record in research on 
The Grapette Company as regional sugars, other sweeteners, and 
manager, and will represent the beverages. 


HEADS PAL FRANCHISING 


J. H. McNeil has joined Pal, Inc. 
as head of merchandising and 
franchising. A 23-year veteran in company in Alabama, Mississippi, 
the soft drink field, Mr. McNeil 
will devote much of his time in ; : ; , ; aT : 
cocsiinaiing the mecchunilains Grapette parent organization, Mr Harold V. Barke) has been ap- 
and sales promotion efforts of Shipman his pointed manager of the newly- 
franchised bottlers with the ac : ; opened southern branch office of 
tivities of the parent company. father and brother in the operation the 

He also will be active in devel of Grapette bottling plants in Sum 
oping new sales territories. 


and Louisiana. Prior to joining the Durant Manufacturing Company 


was a partner with 


Durant Manufacturing Com- 
pany, Milwaukee. The new branch 
ter and Florence, S. C. is located in Greenville, S. C 








Multiplex *scer* Dispensers 


rorBarsand TAVERNS =| | CHOCOLATE MILK DRINK 


Fresh Carbonated Drinks 
COLA 
LEMON 
GINGER ALE 
SELTZER 


Rotary Retorts and Low Pressure 
Boilers. Also reconditioned 
SPEEDS SERVICE ; , 
INCREASES PROFITS equipment available. 
ELIMINATES BOTTLES 
MULTIPLEX FAUCET. COMPANY a Oe See 
i } 4 4iu f Av 4 ,| FAl | 
4321-27 Duncan Ave., Dept. N.B.G.-14, St. Louis, Mo. 2716 W. Houston Street, Box 569, Marshall, Texas 


Manufacturers of Beverage Dispensers for 45 Years 
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<0 ETE aes Se SERS ONT OLE 2OOR GOEDEL EY RGAE reer: Cates eng 


¥ ae : es % 


Fruit piel Beverage Bases .. . Orange Emulsions : 
° Pale Dry Ginger Ale Extracts (Montreal & All American) 
“The Ginger Laboratories” 
Flavors © Colors © Essential end Brominated Oils 
Packed in Gallon Jugs or Returnable Stainless Steel Drums 





vy-a E- KOHNSTAMM, Inc. 


° w YORK 13, N. Y. 
29 CANAL STREET NE 
oes WaAlker 5-1504 ° Coble Address: VEKOSTAMM 





by General Manager W. G. Krumm- 
rich 

1. T. Loeffler, general manager 
of the company’s New York branch 
office, will succeed Mr. Watt. The 
changes will take place January 1, 
1951 

In his new position, Mr. Watt 
will serve as an advisor on devel- 
opment matters in addition to han 


y special assig nts Mr 
PEPSI PROMOTIONS dling pecia issignmen Ir CITRUS PRODUCTS NAMES 


wt t Ss t i) ‘fo b 4 . 
Two promotions were announced ra sont ‘ a cg —' Charles A. Hill. left. has been 
recently by the Pepsi-Cola Co. transition to his new assignment named sales representative. and 
Thomas Elmezzi. left. has been soon George B. Howard, right. assis 
named to the newly created post tant sales manager, of Citrus 
of vice-president in charge of ss Products Co., Chicago. Mr. Hill 
manufacturing, both foreign and Mack Trucks, Ine. will cover Pennsylvania, New 
domestic. Louis E. Nufer, right. W. H. Schneider has been elected Jersey. Maryland, Delaware and 


has been appointed treasurer of Washingt D. C. Mr. H d 
> : vice president-comptroller of Mac} Gshington, U. \. Mr. HMowar 
Pepsi-Cola and of all domestic ce president-comptroler 0 ™ will assist general sales man 


and many of the company’s for Trucks, Inc., it has been announced ager P. H. Northchild 
i subsid Ss. c ieee ° 
eee by E. D. Bransome, chairman and 


president of Mack. M1 Schneider 


suceeds J. E. Savacool, who is re 














Monsanto Chemical Co. tiring. Mr. Schneider was also Zealand), Ltd., were named _re- 


L. A. Watt, director of develop elected a member of the board of cently. 


Monsanto Chemical Com directors Chairman of the new company is 


Organic Chemicals Divi J.T. Walton, and S. Y. Gresham is 
as been appointed special as Canada Dry, Ltd. managing director. Other execu 
> 


the Division’s yveneral Officers of the recently organized tives are R i sh, C. Dexter 
t has been announced Canada Dry (Australia and New Moore, and ¢ K. Landell-Jones 


“the making of a GOOD ORANGE DRINK” 


ado OF BRAND 


y ” > O . 
CONCENTRATE 4 


Made from fresh, vitomin-full, sun-sweet oranges. 
A high quality concentrated orange beverage bese for 
create, healthful ‘~ w Ro ay By cor- 

bonated asy to use s ardized sugar, 

oo B .. “milion teve citric acid, stabilizing vegetable gum, orange oil, 
now bottied by over 250 bottiers with phenomenal 2 , Vitamin C and color. 
(and profitable) sales. Write today—franchises 
available in many territories. 


{Tom Collins Jr. franchises also availabie./ CITRUS =] =1@) 8) 01 on B— 
a. J. LEHMAN CO. fadeere"st, | LYMOUT 5 pnoe 


PLYMOUTH, FLORIDA 


Cash in on 

















STANGE PROMOTION 


Bruce L. Durling. son of Bill Dur- 
ling, President and General Man- 
ager of Wm. J. Stange Co., Chi- 
cago, was recently appointed Co- 
ordinator of Sales and Research. 
Bruce has represented the com- 


Dr. Pepper 
pointed E. J. 


plete charge 
fountain 





DR. PEPPER NAMES 
Company has ap- 


Sales Manager 
Division. Mr. Robb will have com- 


sales 





UPPED BY DIVERSEY 


R. Peacock, manager of dairy in- 
dustry sales for the Diversey Cor- 
poration since i948, has been 
named sales manager of General 
Reduction Company. a Diversey 
subsidiary. Mr. Peacock has spent 


(Dinny) Robb as 
of its Fountain 


of the company’s 


operations and 








pany in a sales capacity for the will direct the activities of its 22 years in food industry sales 

past four years. dealer-jobber sales personnel. and service. 
National Rejectors, Inc. Monsanto Chemicals, Ltd. Edward Ermold Co. 

Claud Trieman has been ap- Appointment of T. G. Crane as Edward Ermold Company, New 
paar Wepre po? —— deputy managing director of Mon- — vg _ ieateatnehoneee of het 
Mo ; é santo Chemicals (Australia) Ltd., e labeling and unpacking ma- 


He succeeds Thomas Flick who 
recently was called into active duty 
with the Armed Forces. 

Mr. Trieman has a well rounded 
knowledge of all National Rejectors’ 
products, as well as an intimate un- 
derstanding of 


at Melbourne, 


aging director. 


vending 


require- 


ments 





INCREASE PROFITS WITH 


NEW 
DRINK VENDOR 


Join the many bottlers who are making big money from cup- 
drink veadors located in schools, terminals, industrial plants, 
etc. SuperVend, the nation's leading automatic drink dis- 
penser, in beauty and mechanical proportion is the best! 
From this one machine consumer has choice of five different 
drinks. The unit does not take up much space in locations, 
and the service cost is very low. 


Get in on this profit-making opportunity! Write for full 
information today. 


SuperVend Sales Corporation 


134 N. La Salle Street, Chicago 2, Illinois 
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cently by Dr. James H. Lum, man- 


Mr. Crane was associated for the 


past 18 years with Monsanto Chem- 


icals Ltd., in England 


the 


as 


announced 

of Elmore Riggs 
sales representative. Mr. Riggs will 
make his Mil- 
waukee and will serve customers in 


chinery, recently 


was announced re- 


appointment 
headquarters in 


the area adjacent to Chicago, Mil- 
waukee and Minneapolis. 







Use 80’, less sugar with Neeco 


Worried about sugar? Then look 
how the Neeco Coffee Soda formula 
s-t-r-e-t-c-h-e-s your supplies: 





911, cases of Neeco 
1 100-Ib. at %6c 
bag sugar only 51 cases orange 
at 80c 


Yes, you actually. cut sugar consumption 
almost 80 . increase dollar sales 20° 

. with Neeco Coffee Soda, Find out more 
about this profit-maker—write today for 
samples and information. 


ATLANTIC EXTRACT COMPANY 
134 FULTON ST., BOSTON, MASS. 


STAR 


TRADE MARK REG. 
cum STATIONARY 
tome, = BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 
NEWPORT NEWS, VA. 


The World's 
Best 
Opener 





HOW IT WORKS 


National Bottlers’ Gazette 








Lomax quality and dependa- 
bility create world-wide de- 
mand, where these ingredi- 
ents are of greatest signifi- 
cance. All the more reason 
why you, too, assure maxi- 
mum quality production at 
lowest cost when you specify 
Lomax for whatever you 
need in modern syrup room 
equipment. 


Lomax Syrup Room Modernization Installed for Casa Guajardo, Monterrey, Mexico 


ANYTHING FOR THE MODERN SYRUP ROOM 


STORAGE TANKS ® SIDE, BOTTOM AND COMBINATION SIDE & BOTTOM AGI- 
TATING MIXING TANKS @ HIGH EFFICIENCY FILTERS & FILTERING EQUIPMENT 
@ TRANSFER PUMPS @ FITTINGS @ ACCESSORIES 
Stainless Steel © Monel @ Inconel @ Ciad 
LOMAX ENGINEERS ARE READY TO WORK FOR YOU WITHOUT ANY OBLIGATION ON YOUR PART 


“sz LOMAX CO,, 1. 


3514 N. Halsted Street 
Chicago 13, Ill. 








F owe this New HESSE Beverage ie 
in Your Delivery Picture for 1951 


Eye-appeal PLUS the practical all steel, electrically welded construction details 
for which HESSE is famous. Handles more cases in less time — lowers delivery 
costs per case. Results! Increased profits for yourself. 


HESSE Extras at No Extra Cost! 


Delivery is Simple 


We deliver at your con- 
venience. You save time 
and expense by ordering 
truck chassis from your 
local dealer and sending 
specifications to us for 
mounting and handling. 
We will deliver fully- 
equipped unit to you — 


@ New Under-Dek* doors save 
space. Avcid working hazards. 
When closed becomes a true 
billboard. 





MODEL NO. 

*PAT. NO. 2,495,447 
“Distinctive Truck Bodies 
for Over Half a Century” 


October, 1950 


@ Every case within easy reach 
because of low overall body 
height. 

@ Capacity on each delivery 


5254 


(Loads 250 cases, 5-wide) 

@ Also available with conven- 
tional doors or open construc- 
tion, 


Write or wire today for Complete Information and Prices. 


HESSE CARRIAGE COMPANY 


KANSAS CITY. MISSOURI 


or hold to be picked up 
by your man. 











SALES OFFICES 


51 E. 42 St., New York 17, N.Y, 


141 W. Jackson Bivd. 
Chicago 4, Wl. 








DOUBLE-COLA APPOINTS 


Double-Cola Co. has appointed 
Paul Haase as Central States 
Representative covering Iowa, II 
linois, Wisconsin, Indiana, Ohio 


BROCKWAY GLASS NAMES 


Appointment of John C. Camp- 
bell as Sales Manager, Carbon- 
ated Beverage Division, of Brock- 
way Glass Co., Inc., Brockway. 


tie 
JOINS MUNDET CORK 
Robert E. Lee Gillett has joined 
the closure division of Mundet 


Cork Corp., North Bergen, New 
Jersey. He will work out of the 


and Michigan. Mr. Haase is well Pa.. has been announced by 


company’s branch in Los Angeles. 
known throughout the territory. Glenn A. Mengle. president. 


California. 


Way! 

or bottle displays as you need them. Mounts 
on ANY smooth surface without tools, fuss 
or marring. Change prices, brand names, re 
tailer's names in a few minutes! 

The first ALL PLASTIC, “Long Life’, inter 
changeable letter and display composing 
board! 





The New Dojama 


bottler—or 


e Signs 
* Displays 
e Price Cards 


Small large bottler—you can 
possess the most attractive and most versa 
tile Point-of-Sale Signs and Displays for only 
a few dollars 


The Dojama System enables you to prepare 
indoor, outdoor, backbar, shelf, door, carton 








MANUFACTURED BY 
We'll be glad to send you 


samples and complete in- 
formation. Write today— 





Canadian Representatives: Kingstan Industries Co., Montreal 2, Quebec 











"6 
@ 


DURABILITY 
and GACO 


_.-°” beverage cases 


ali. 


All half-depth cases 
are furnished with 
DOVETAILED center 


partitions 


++ = LIKE BOY 9, 


FROM LITTLE BOTTLES 
Your BOTTLES in MINIATURE 


Boost sales with an exact 
reproduction of your bot- 
tle and label in miniature 
— Give them as favors to 
distributors, salesmen, 
and visitors. A low priced 
advertising novelty. 


LSM BILL'S speciatty MFG. co. 


complete cat- 
433 N. 2nd ST. MILWAUKEE, WIS. 





aleg 
price 








— FEATURING — 
MONTE CRISTO 
THESCO 


A Full Line of Distinctive Extra 
and Concentrates 


rca apie, inc. OE ea EULA), 


297 Peari St. New York 7, N. Y. ' GIDEON MISSOURI 


Standard 


replacement 
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CLASSIFIED SPECIAL 
ADVERTISING ANNOUNCEMENTS 





RATES AND GENERAL ’ 
ES AND GENE BOTTLERS’ TRADING POST 
ON CLASSIFIED ADVERTISING WE BUY - SELL - EXCHANGE 


@ For sale, Exchange and Wanted 
Advertisements are available to read- cases 7 or. O SO GRAPE. 

ers at the following rates: 25 words, gross 7 os. B-1 bottles. 

$1.50 each insertion; 6¢ for each addi- gross new 7 oz. ACL bottles. 
tional word. Address or box number Fp nthe oy lig iene iss 
is not included in word count. A num- 


cases 7 oz. SQUIRT. 
ber, or group of numbers is considered gross 10 ox. Nesbitt Bottles. 
as one word 


< , gross 12 oz. sodas, clear and stip- 
@ Orders for classified advertising pled flint. 

must be accompanied by payment. full depth cases 29 oz. sodas 

@ Those advertisements which do not - | 7 gaa Se Ss 
comply with the established headings, 

or which advertise new products or OE Ne Bt ee eee 
services are not acceptable. The Edi- NEW. 


tors reserve the right to change or 


. Check with ws for real ‘‘BUYS"’ 
reject any advertisement submitted On other franchise betties end ceses 
for these columns 








e@ All advertisements appearing in 
these columns are bona fide. In an- AIOMON BOTTLE & SUPPLY CO., INC 
swering same, please take notice that 7615 Ird AVE BROOKLYN 9.N_Y 
letters must be sent to the box num- BEACHVIEW 86-3450 

ber, initials, name or address given by 
advertiser. The N. B. G. assumes no 
responsibility for condition or descrip- 
tion of items listed in this section. 

@ Under no circumstances will the 
N. B. G. give the names of parties 


where box number or initials are iT is INCOMPARABLE! 


given as the address. All answers 
sent in care of this office are promptly ||. A-1 Cola Base Concentrate 
forwarded. " . ” 
NATIONAL BOTTLERS’ The Cola of Superior Flavor 
GAZETTE write for free sample to 
80 Broad Street, New York 4, N. Y. CLOISTER LABORATORIES, INC. 
325 W. Huron St. Chicago 10, tlt. 


























FOR SALE 


Business Opportunities, Bottling Establishment+ 


FOR SALI 


Charles S! JACOBOWITZ Co. 


3071 MAIN ST BUFFALO 14, N.Y AMHERST 2100 


IMMEDIATE DELIVERY — 
BARGAIN PRICES! 


We own the following equipment; offer subject to 
prior sale, details upon request 
York 4x4 Ammonia Compressor: used 3 months 
Potter & Rayfield 10 h.p. Cooler; used | year 
FOR SALE.—|! . Meyer 8-wide, 2-compartment washer; new 1942 
compartment, double-end quart 
new 1942 
Reconditioned Dixie automatic (new attachments) 
5 Liquid, staintess Carbonators, 200.1000 gph 
Cem stainiess Saturaters (250-500 gph.) 
Cem and liquid Mixers 
Liquid 24-spout Red Diamond, rebuilt in Buffalo 
Cem 40-*pout, rebullt in Buffalo 
Liquid 32-speut, low-pressure, available New York 
2 Jumbo Model E Crowners 
$ Infllco and Permutit Water Filtration units 
FOR SALI . ir Burns Model G automatic, used years 
Sah. : Barry-Wehmiller 24-wide > compartment, quart 
- washer, capacity 240 bpm. if necessary 
2 Meyer-Dumore i6-wide, 5 compartment, doubie- 
end washers, available in New York. 
All equipment owned by us—tell us your require 


IER W 





FOR SALE Mt — patie ments; what do you have to seli? 
( 


4 
Sceimng Ameucan Vadustry for over 30 Years 


October, 1950 


Mair i 


p 


Vv 


CLASSIFIED 
ADVERTISING 


FOR SALE M 
S Portland 
FOR SALE D 
\ tate 
100.000 
Ww 


FOR SALE 


equipme 
W 


SUTTON, Simcoe, Ontarie, 


FOR SALE.—Plant; Southwest, ideal model 
lant; national franchise; large population area; 
rt hauls; machinery, equipment excellent shape; 
olume increase every year; plenty bottles, cases; 


will sacrifice.—G. I., BOX 347.—7.4 


Ss 


FOR SALE.-—-Bottling plant ated in the deep 
suth, serving population of 150,000; excellently 
iated modern building; can be purchased with 
without real estate; efficiently equipped for 
fitable business; operating 4 trucks and well 
cked with bottles and cases; bottling 1 fran 


chised drink and a complete line flavors; for 


d 


etails write—H. J., BOX 876.—9.-2 


FOR SALE.—Fully equipped bottling plant; 


machinery in perfe ondition, plenty of bottles 


Machinery, Apparatus, Materiales, Bottles 


i cases ow 1 retire attractive terms. 


B., BOX 368 


FOR SALE 





Boxes 





( 


‘ 


FOR SALE. ‘ n Red 
efrigeration unit, Model 902, complete 


ORP ? ;. rth St 


FOR SALE 
pplhed Havadrir 
i and West Plains, wire, write 
&—-DR. PEPPER BOTT. CO.,, 860 Ea 
Springfield, M 10.-1 


Approx. 20,000 12 
k, $3.00 1 r 


t £ 


FOR SALE 
\ t 1 ¢ 


I 


linw 
Tw « 
200 er 


ne ; irtition BEVERAGE DEALER: 
*ROTECTIVE CO., 2652 I t tr 
und. O 10.-1 
FOR SALE.—5 
FOR SALE.—15 Ame 
gain f.0.b. El Pa 
1D. CORP.. EF 





& ee id 


Scovill Bantam Opener 


Most inexpensive sales producer 
of its type. Curved for greatest 
strength, easy to pick up from wet 
surfaces. Lightweight nickel-plated 
sheet steel. _ 


A Scovill 
Opener 
to fit 
your purse! 


There’s an opener for every budget in Scovill’s big array. 


Display your name on an attractively-colored aluminum, nickel-plated 
sheet steel, or wire opener. Your style of lettering can be stamped on one 
or two sides and smartly color-filled on some models at slight extra cost. 


FREE! Scovill’s complete catalog of low-cost, sales-producing premiums 
(including openers) to tie in with any promotion. Address: SCOVILL 
MANUFACTURING COMPANY, 59 Mill Street, Waterbury 20, Conn. 


TRIPLE VALUE* * * 


foto} i 
SAVING 


IN ULTIMATE 


Reg. U.S. Pot OFF 


DOUBLE-FLEX 
CHAIN CONVEYORS 


For Conveying Cases, Cartons, Boxes, etc. Up and down inclines 
around urves as a complete system ra 7 onnection with 
sther systems \ . 
P : : S 
Value No. 1—Perfection of Functional Design. 


Scientifically designed part for part and th nt 


— ee ee ee ” — HIGH SPEED LOADING 


removable pins for easy assembly or disconnecting 


: : High speed multiple bottle loading 
. fo itcier is facilitated with American parti- 
Value No. — Smooth, Trouble-Free q S| tens. Bil hotles Gam came down 
peration ; ; . ~ simultaneously. No delays because 
Value No. 3—Lowest Maintenance—Longer Life. A cell walls are out of place. 
Write for Bulletin PC18—1A—2 
OTHER ISLAND EQUIPMENT UNITS 
Bottle Conveyor @ Gravity Conveyor ® 
Accumulating Table, etc. 


N CORPORATION 

ISLAND 043 TH ST. UPTOWN 2.5100 MILWAUKEE 10, 
EQUIPMENT CORP. 

21-03 Bridge Plaza North Dept. N-10 Long Island City 1, WY 
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CLASSIFIED 
ADVERTISING 


FOR SALE 
$000; 1.0.0, Der 
Det 

~ FOR SALE 
used 01 


eplace at 
ANADA 
, “) 


arlest 2 


FOR SALE 


FOR SALE 
12-spout | 
TAYLOR, 77 
FOR SALE 
washer 
vem 
ce 
pe 
FOR SALE 
$250.00) . 


co I” 


FOR SALE 
Wallace & 


FOR SALE 


October, 1950 


| 8-28 Asteria Boutevard 





BARGAINS! BARGAINS!! BARGAINS!!! 


1 500 gr. new flint 10-02. sodas 9'/2°' ht. 14 oz. wt. 


800 gr. flint 7-oz. stippled botties ‘Bob Dovis'* 
new and used. 


2.000 gross 62 ACL ‘'Joe Louis’ bottles. 

60,000 cartons 24 7-oz. amber export bottles. 
150,000 full depth 7 oz. cases, 6,000 full depth 29 oz. 
Numerous other lots. Beverage botties. Solicit your 
inquiries. 

1. BASKOWITZ BOTTLE CO., INC. 


1301 Grand St. Brooklyn 6, N. Y. 








We Will Buy At Any Point 
Ary Quantity of Emptied 10-Gelion Grapette, 
Double-Cola, and Pepsi-Cola Metal Cans; 
and Also Wooden Kegs, Barrels and Steel 


| Drums. 


BUCKEYE COOPERAGE Co. 
3803 Orange Ave. Cleveland 15, Ohio 








FOR SALE 


1,000 cases 12-02. capacity, flint, tall, semi-steinie with 

— ACL; 2,000 cases flint, 10-02. capacity, private 

tall sodas packed 24 to full depth shell; 1,000 

2. capacity flint quarts with private ACL, 

packed 12 to full depth shell; 1,000 cases tall, 12-02. 

capacity, flint, plain sodas initialed on shoulder; one 

carload 7-ounce capacity tall, flint sodas with private 
ACL; 300 gross 6-02. capacity ACL Chero bottles 


SIGNER BOTTLE SUPPLY CO. 
Cincinnati 14, Ohio 





ALMOST NEW EQUIPMENT 
FOR SALE 


Complete for 7 oz., 12 oz., and 26 oz. Four 


compartment, 8 wide, quart Meyer cleaner, | 


Meyer Deaerator, Mojonnier 7-20 Carbo 


Cooler, Cem 28 filler, Cem 12 head mixer, 46° | 


bottie conveyor, air compressor, complete 


| CLASSIFIED 
| ADVERTISING 


Pt + = OR TRADE.—Heil bottle washer, 

mpt. unit, handles 70 to 120 bottles 

I nl A-1 condition ; 

recently checkee 1d inspected by factory repre 

entative ll ymsider trading fe } a 12-wide, 

ngle-end 1achine that will handle splits to 

1arts. Fe ard all replies to—THE 7-U P BOTT 

CO. of Beaver s, 724 Fifth St., Beaver Falls, 
Pa 10 


2 yrs. old 


FOR SALE.—25 gross 32-0z. ACL Lord Cal 
vert Pale Dry and Club Soda bottles; Mec per 
case; 75 gross 7-oz. bottles, 1 name, $2.50 per 
gross f Mt Carmel rAMECKI SONS 
BOTT. CO.. 526 W. Second St., Mt. Carmel, Pa 

10.-1 


FOR SALE.—Meyer Dumore washer, a three 
tank, 8 wide, single end machine, handling from 
om quarts down; built in '86, but presently in 
4 vod condiek *n.—MPLS. BOTT. co., ensagalia, 
finn . 


FOR SALE.—Meyer Dumore washer, a two 
tank, 8 wide, single end machine for small bottles 
only; good shape —MPLS. BOTT. CO., Minne- 
apolis, Minn.—8.-8. 


FOR SALE 
a sacrifice price 
1527 Church St., 

FOR SALE.—Complete line of replacement 
parts for Shields filling machines; also rebuilt 1 
and 2-head hand feed machines and 1 head auto- 
matics.—M. E. WATKINS, 1210 Prospect St, 
Castle Shannon, Pittsburgh w, Pa—t. «4. 


15 Mills cup machines, used; at 
COCA-COLA BOTT. WKS., 


Nashville, Tenn.—7.-tf 


FOR SALE. — Several hundred gross 6-02. 
emerald green color applied bottles; they make 
1 beautiful package.—GOLDEN AGE BEV. co., 
INC., Akron 6, Ohio.—6.-tf 








WANTED TO BUY 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 


war TO BUY.—Complete 60 cy 
1 condition or will buy each unit sepa 
erial _fumt r, on on and price 


give, ser 2 Golden J cranton, Pa 


WANTED TO BUY ea ng for a 
umber of rack-type truck | able f hold 
ng 120 to 180 cases { quart bot BOOTH 
BOTT. CO., 637 W. Rocklan p Pa 
10-1 





WANTED TO hag 4 ~B ttle washer, 12-wide, 
to handle spl 1 ngle end machine; 
tate make, ¢ 1 nu or, num r t 


conveyor system, complete Infilco JBA-1150 | 


GPH water treating plant, 365-gallon SS mix 
tank, three 375-gallon SS sirup storage tanks 
with sirup pumps, filters and other related 
equipment. Located at Mason City, lowa. 


1. 0. A. FOODS 
P.O. Box 209 Phone 3-8297 Cedar Rapids, Ia. 





CONSULTANT 


Preparation and Production of Carbonated Beverages | 


Leading U.S. A. and Foreign Manufacturers 
Served. 
DR. FREDERICK H. POLLACK 
Lorree Laboratories 
Long Istend City, . 


v. | P. O. Box 1253, Cleveland 3, Jhio. —T.-2. 


Beaver 


WARS ED TO BUY I es pe for 260 
an uu) Kal Cem or Nepr sturators 200 gal 
Red ‘Diamo t r (STENBE 
BOTTL ERS. E 4 » IN 33 Powell St., 
Br 


klyn 12 


WANTED TO BUY Bottle 12-wide, 
uilt to handle 12-0z. b we are 
oking for one ir " 108 f you have one 
sell, state ‘ d amber nber of 
mpartments € brush « r id price, 
GLASER < ; 
Seattle 99, Wash 


WANTED TO BUY.—Late model Meyer 408 
soaker single-end; give serial number, condition 
and price; also 200-gal. hot water heater, gas or 
electric; 1 stainless steel mixing tank, 100-gal. cap. 
with agitator; 2 one-gal. stainless steel storage 
tanks; 1 36-inch accumulating table with motor and 
irive 50 feet of bottle conveyor—CANADA DRY 
BOTT. co., Tampa, Fila. —8.-1 


WANTED TO BUY. — Infiloo JBAS water 
treatment equipment; capacit 200.609 gph.— 
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WANTED TO BUY.—Mixer; 
head or Liquid eee mixer; would like to have 
attachment s fc 32 oz bottles, if possible; what 
is the age ar erial number and condition of your 
cauipment. and how much will you ask for it fob 
truc BOX 338.—7.-2 


prefer Cem 12- 


WANTED TO BUY.—Will pay cash for used, 
complete smal! bottling unit capable of 50 cases 
per hour, or will buy heap unit separate ; equip 
ment must be in good condition.—MAPL Pf PROD 
UCTS CO., 4653 Lawrence Ave., Chicago, IllL.— 


WANTED TO 


wanted, 


BUY.—Late Model 
give serial number and ynditi 
letter I T., BOX 330 6.-2 


Cem 2 
yn in first 


WANTED TO BUY 
any quantity, 7-oz, ACL 
style squatty type; ser le 
IMPERIAL BEV. CO., 24 O 
ester 6, N. Y 7.-1 


WANTED TO BUY.- 
Treating Equipment; « ap 
OFFICE I BOX 1258 


Infilco, JBAS Water 
up to oe gph.—P ond 
Cleveland 3, Ohio.—7.-1 





WANTED: 
Quantity ac! B-1 Botties 
FOR : 
3500 cs. 7 oz. acl Whistle in half depth cases 
3M cs. 10 oz. acl Dr. Swett's bottles 
3M gr. Dr. Swett's Root Beer Crowns 
All size beverage shells 
BISON BOTTLE COMPANY, INC. 
28 Wasson St Buffalo 10, N. Y. 








FOR SALE 


1500—Single Shell Steel Quarters. 

500—Lee Steel Half Barrels, 1947 & 1948's. 
15000—Wooden Export Cases, paper partitions. 
5000—Wooden Quort Cases, paper partitions. 
3000—Aluminum Half Barrels. 

1—Ermold Labeler, 8 Wide. 

5000 gr. 12 oz. Brown Export Bottles 

500 gr. 7 oz. Brown Export Botties 

1000 gr. 12 oz. White Export Bottles 


GIRARD MACHINERY & EQUIPMENT COMPANY 


134 S. Second Street Reading, Pe. 











HELP WANTED 
Foremen Helpers, Practical Bottlers, Salesmen 


HELP WANTED 


WANTED 


WANTED.—Salesmen; new progressive 

ise wants Li haan ox ning yn, all but New 
states; sev ty items; good op 
ATLANTIC "EXTRAC a Co. EX 
Boston 13, Mass.—5.-tf 


WANTED 


WANTED. r 
avor e ants met 


ill time. —-ESSENTIAI 


c nside 
I PRODU ( TS 


8.-tf 


>» WANTED 


HELP WANTED 


HELP WANTED 
a nate everage 


FOR SALE 


FOR SALE: Beverage coolers, brand new, slant front, 
dry type 6 or 8 feet long, with coils and expansion 
valves $175.00, F.0.B., N. Y. Also flat top coolers, 
rand new, wet or ary complete with condensing unit 
$185.00, F.0.B., N 


INTERSTATE “APPLIANCE co., INC. 
600 Broadway, New York, N. Y. 








LIQUIDATING BOTTLING PLANT 


8—300 gal. Stainless Steel Mixing Tanks 


4—100 gal. Stainless Steel Storage Tanks 
25—Stainiess Steel Stock Pots, measures, pails, etc 
1—Wavkesha 25BB Stainiess Stee! Sanitary Pump 
1—Alsop Stainless Steel Sealed Disc Filter 

1—U. S$. Bottiers Rotary Washer 


1—Infilco 12°’ dia. Pressure Filter with 12°’ dia 
Hydrodarco Purifier 

1—Manton Gaulin Homogenizer No. 125 CGD 

Lot Stainless Steel Sanitary Fittings, Valves & Tubing 

Lot Stainless Steel IPS Fittings, Valves & Pipe 


ALL EQUIPMENT PRACTICALLY NEW — SOME NEVER 
USED 


PERRY EQUIPMENT CORP. 
1519 W. Thompson St. Phila. 21, Pa. 








FOR SALE 


1 Car Emerald Green 12 oz. beers 

2 Cars plain 24 oz. pocked in one doz. cartons 

One cor load of applied color Whistle botties 7. oz 
new 

One car lood emerald green Bubble Up Applied color 
7 of. botties new 


R. PELTZMAN BOTTLE CO. 
1721 Holmes St. Kansas City 8, Mo. 








FOR SALE 


Large lot, 24 oz. flint and emerald green plain 
soda bottles. Packed in one-dozen cartons. 


M. JACOBS & SONS 


2903 Beaubien St. Detroit, Mich. 








WORK WANeE® 


WORK WANTED.—P 


ntainan 


a, Helpers 


Foremes, 





\V BOX 38 
WORK WANTED Salest 
experience ; ever 


Xu a 


WORK WANTED 


WORK WANTED 
anager progre ive | 
year experience 


brewery 
" exper 


everage 
1ence; know 
pletely re- 
produc- 
juctior 


BOX 


, WORK WANTED - —In 





“MISC EL L ANEOU S 
MISCELLANEOUS. _D 


KASHFINDER, W 


MISCELLANEOUS 
i Ww K “ € 
WARD N RIES, Dey 


Av t iis 10, M 


STOCELL ANS US. -For Sale 

ila hy fe 

wi € itright r tor perce 
BON 350 


MISCELLANEOUS.—W 
rage ‘ } 


MISCELLANEOUS 
MISCELLANEOUS 


MISCELLANEOUS 


9 


MISCELL ae 


id equipment to 
rtunity tor a iran 
n New England; 
BOX 333.—8.-1 
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FOR TASTE IMPROVEMENT... 


SOUTHERNERS tlh Wd 


with 


PFIZER ACIDULANTS| 


South or North of the Mason-Dixon Line, East or West of 
the Mississippi, Phzer Quality Acidulants are country-wide 
favorites for improving the taste of fruit-flavored beverages. 
“Treated” this way, even the best flavors get a taste-tingling lift. 
What's more, free-flowing, non-caking Pfhzer Acidulants dissolve 
fast ... cut costs... give you even acidulation every time. 


= 


ANHYDROUS CITRIC ACID ~- CITRIC ACID + TARTARIC ACID + SODIUM CITRATE + CREAM OF TARTAR + CAFFEINE 


CHAS. PFIZER & CC N 630 FLUSHING AVE, BROOKLYN 6, N.Y; 425 NORTH MICHIGAN AVE, CHICAGO 11, ILL; 605 THIRD ST., SAN FRANCISCO 7, CALIF 























“an ¢ 1684 
pECIALISTS \nt 
runvon SE 8 





